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‘the package is 80% of the sale --- 





package 
~protection 
~personality 











The package plays a large part in the merchandising of 
practically any product. Picture your product on the 
dealer’s shelves. Has it distinction? Has it personality? 
Is it attractive? Does it stand out—or is it just one of 
many similar products competing for the consumer’s 
attention? 


Brown & Bailey folding boxes possess these qualities, 
afford ample protection to their contents, accurately 
reflect the quality of your product, and are economical. 
Perhaps they will help you to overcome competition on 
the crowded road to the ultimate consumer. Our special- 
ized knowledge on this phase of merchandising is at your 
service. 





BROWN GPBATLE ¥ CG 
Makers of high grade Jolding pet boxes 


CS PHILADELPHIA 
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Properly packaged food 

products are being 
shipped to all known 
points of the world today 
--protected by KVP papers. 
Whether your product is 
one with an aroma or fla- 
vor to be maintained or 
guarded against foreign 
odors and tastes--or is 
wet, damp, dry, or greasy 
«we have a_ protective 
paper for it. 


Our modern, fully equipped 
research laboratory, in the 
hands of experts is at your 
service at all times to aid you 
in the selection of the proper 
protective wrapper for your 


product. 





Kalamazoo Vegetable Parchment Co. 
KALAMAZOO, MICHIGAN 
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HE La _ Lasine 

package, consist- 
ing of bottle, label and 
carton, shown on page 
29 of this issue, has 
been selected as ‘“‘The 
Package of the Month.” 
As announced in the 
last tssue, it is the in- 
tention to reproduce in 
each of the forthcoming 
numbers a similar se- 
lection from the out- 
standing packages now 
being placed on the 
market or those already 
established. La Lasine 
is a product of the La 
Lasine International, 
Inc., with offices in 
New York, Paris and 
Rome. 


HE front cover color 
illustration used 
on this issue is repro- 
duced through the cour- 
tesy of the American 
Can Co. and with the 
permission of the com- 
panies whose food prod- 
ucts are packaged in 
the containers shown. 
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SAVING DUE TO 
BRIGHTWOOD MACHINE 


Compared with Use of Knock-Down Cartons 





First Cost 20c per thousand /ess 


than equivalent glue-end cartons. 


Operating Expense 1 Sc per thousand /ess 


than bottom sealers used in the same plant. 


In adopting cartons for seed 
packaging, a prominent 
manufacturer obtained these 
results with the aid of a 
battery of eight 


BRIGHTWOOD CARTON 
FORMERS 


and in addition— 


. Machines use flat printed blanks. 

. Form 15,600,000 cartons in 130 days. 

. One man tends 2 machines. 

. Repair costfis insignificant. 

. Forming cost $0.29 per 1000. 

. Saving $5928.00 per year, over other 
system. 

. Thirteen years of satisfactory service. 


HESE facts, certified by a disinterested engineering organization, are confirmed by 
an official of the plant which was surveyed. Ask for other surveys. They give 
valuable information on important packaging problems. 


NATIONAL PACKAGING MACHINERY CO. 


477 Watertown St., Newtonville, BOSTON, MASS. 
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Modern Packaging 


Engineering 
Department 


Their High Engineering Standards 
Assure the Very Finest 


Cartoning (and Other Packaging) Machines 


_— spirit of master craftsmanship which 
characterized the medieval guild is the 
standard of the Redington Engineering Staff. 
That standard brooks no compromise with 
quality, no inferior machines built down to a 
price. Every Redington Packaging Machine 
must be precision engineered. As a result, they 
are without peer for service, speed, durability, 
and for economies in space and labor. 


You, too,.can place your packaging problem in 
the hands of our Engineering Staff with utmost 
confidence. Do it—now! 


REDINGTON wacike 


‘‘Engineered to the Highest Standards’’ 





for Cartoning—Packaging—Labeling—Wrapping 





F. B. REDINGTON CO. (Est. 1897), 110-112 South Sangamon St., CHICAGO, U.S. A. 





F the package or container you are planning is dif- 
ficult—“a hard nut to crack” —on account of its 
peculiar construction—get in touch with the 

BURT organization—the one concern well qualified to 
make containers difficult to produce from a purely me- 
chanical standpoint. If you are told “it can’t be done” 


bring it to BURT where it will be done. 


When you combine mechanical ingenuity with artistic 


resourcefulness you have the ultimate in package 
manufacture. Let BURT help you in solving your 


package problems. 


F-N-BURT COMPANY : Ltd. 


BUFFALO, N- Y- 
Manufacturers of Fine Set-Up Paper Boxes 


BURT DESIGNS 0 CREATIONS 





Of ive design oi dignity and power are three very important factors in 


the design of any package or container. And, it takes a designer of 
real discernment to attain their proper balance. It is only natural 


that within the BURT organization should be found the real creators in the 
container industry. 


Whenever you are interested in revamping your old package or in creating 
a new one you are invited to get in touch with BURT. With 35 years of 
rich experience as a background we ought to be able to give you real help. 


F-N:BURT COMPANY : Ltd. 


BUFFALO, N-Y- 
Manufacturers of Fine Set-Up Paper Boxes 


_ BURT DESIGNS 0° CREATIONS 
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Paste this in your Hat 


The wrong kind of glue will often spoil the merchandising 
and advertising value of expensive packages. 


The bad results of using the wrong glue are often not ap- 
parent until after packages have been shipped to the competi- 
tive market. 


There is no such thing as one kind of glue that will do all 
kinds of labeling, wrapping or sealing work. 


Different machines (for labeling, wrapping or sealing packages) 
require different glues or gums for varying styles of machine 


operation. 


Different surfaces require adhesives of different ingredients 
and qualities. Different weights, grades and colors of pack- ° 
aging materials require adhesives of different consistencies, 
‘“‘tackiness”’ and drying qualities. 


Just because a glue appears to “‘stick”’ is no proof that it is 
suited for any particular packaging operation. 


The sure way to avoid adhesive risks is to consult adhesive 
experts. This organization has been making glues and pastes 
for almost 59 years and will be glad to advise you about your 
particular requirements. 


The Arabol Manufacturing Co. 


Largest Manufacturers in the World 
of Adhesives for All Purposes 


NEW YORK: 110 E. 42nd St. CHICAGO: (Cicero) ILL. 





Modern Packaging 








an you double- 
wrap and carton 








UST visualize your print room . . girls 

J checking prints. . girls wrapping . . 

girls cartoning. How many quarters are 

they double-wrapping and cartoning 
four to a pound for a penny? 


Then imagine the rapid, smooth-running 
Automat. Less girls . . less floor-space . . 
less parchment and carton wastage . . 
and production being wrapped and car- 
toned around .0014 a pound. More than 
seven pounds for a penny! 


Allow us to give you some more inter- 
esting facts—write us. 


aounenahin necro a TencneeRRSS 
— 


D.164 Xe) o-*% 
™= | ERINTING [WRAPPING 6 CARTONINGFo > MENT, 


The Automat Molding & Folding Company 
Of Interest to You " Toledo - Ohio | 
New York Sales and Service Office: 172 Chambers Street, New York City. Phone, 


; Barclay 3808. Los Angeles Sales and Service Office : 306 Calo Building, Los Angeles. 
We have a comprehensive report on a survey of Phone, Faber 1880 


the performance of an Automat, 4-in-1 Wrapping 

and Cartoning Machine operating in a leading 

New York City print room. It will prove of 
interest to you. Send for it—it’s free. 


. 
| 
| 
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Paterson GenuineVegetable Parchment 
~ __ brings its helpful protection 


to many industries 
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Paterson Genuine Vegetable 
Parchment is insoluble. More 
food products are protected by 
it than by any other sheet. 
Prices today are unusually at- 
tractive. Write for testing 
samples for your product. 
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Paterson Parchment Paper Company 
Original Makers of Genuine Vegetable Parchment 
PASSAIC, NEW JERSEY, 


Chicago i Pa San Francisco 





Modern Packaging 


Over 150 million 


are wrapped on 


Here are some of the 150 million packages which are 
wrapped daily by our machines. Creating machines for 
wrapping this wide variety of products has given us valu- 
able experience, not only in building machines, but also 
in producing packages that sell. 


All this experience, gained in 26 years of close coopera- 


PACKAGE MACHINERY CO. 


New York: 30 Church Street 
Chicago: 111 W. Washington St. 
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Packages per Day 


our Machines 


tion with the leading package goods manufacturers, is at 
your disposal—to help you find new and better forms of 
wrapping; to give your package greater sales appeal; or to 
find new ways of lowering your costs. 

No matter what your wrapping problem may be, bring it 
to us—solving problems built our business. 


SPRINGFIELD, MASSACHUSETTS 


London: Baker Perkins, Ltd., 
Willesden Junction, N. W. 10 
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NEW YORK OFFICE 


100' WOOLWORTH BLDG. 


The Buying Guide 


for Quality Glassine and Greaseproof 
Papers. 


There are many good American names 
that are guideposts in every line of en- 
deavor—names which when mentioned 
immediately bring to mind accomplish- 
ment, progress and leadership. 


Carnegie, Hill, Edison, Ford and Lind- 
bergh—they will always stand out as men 
of achievement in their field. 


“Hartford City’—like other significant 
names—is a proven guide in the pro- 
tective paper industry—a buying guide 
to quality Glassine, Greaseproof and 
Manifold papers. 


Specializing in Glassine, plain and em- 
bossed; Greaseproof and Manifold papers, 
121% to 50 pounds; also Die Cutting. | 


HARTFORD CITY PAPER COMP 


HARTFORD CITY. IND, cernsrnarc anni aioe 


Modern Packaging 


HARTFORD CITY 
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AMERICA’S LEADERS 


“Opened up 
new markets 
and new profits /” 


SINCE packaging was in its infancy, Pneumatic 
Scale Machines have been serving America’s 
leaders in mass production. Today, the majority 
of the nationally known companies whose prod- 
ucts are familiar household names are using 
Pneumatic Scale Machines to package their 
products. Sun Maid Raisins, Cream of Wheat, 
20 Mule Team Borax, Domino Sugar and Aunt 
Jemina’s Flour are just a few of the many fa- 
mous products packed by Pneumatic Machines. 


The Tetley Tea Company is a typical exam- 
ple of the contribution Pneumatic Machinery is 
making to the cause of more attractive, efficient 
and economical packaging... The Tetley Tea 

Company bought their first Pneumatic Machines 

in 1916, and found them so satisfactory that 

IN MASS PRODUCTION they have added 13 more since then, as their 
needs increased. 

But, in addition to their regular Pneumatic 

J. GRAHAM WRIGHT Packaging Machines, the Tetley Tea Company 

President, JosepH TeTLey & Company, Inc. uses one of the Pneumatic Scale Corporation’s 

“Wir large mass production the keynote of modern business, packaging greatest contributions to modern packaging — 

a be fare pant med porate, as haat woe the Tea Ball Machine, which first made the 
machiner aS én an invaluable Aid in 1§ respect, an meumaiic . ° : 

Machines have enabled us to make our posi har process one of the manufacture and marketing of tea balls in-voh- 

ume a practical reality. This machine cuts the 


most efficient in our production chain. PNEUMATIC TEA BaLL Ma- ‘ j 
CHINES have actually opened up new markets and new profits for us.” gauze, weighs the tea into the gauze, forms and 
ties the bag and attaches the tag, delivering the 


completed tea balls at the rate of 30 a minute 
without the aid of a single human hand! 

“ Pneumatic Tea Ball Machines have actually 
opened up new markets and new profits for us” 
—says J. Graham Wright, President. 

The Pneumatic System of Packaging Ma- 
chinery includes 70 different machines de- 
signed to meet the packaging requirements, dry 
or liquid, of any manufacturer, no matter how 
small or large his production may be. We shall 
be glad to send to executives who are interested, 
a 64-page book describing the complete Pneu- 
matic System of Packaging Machines and listing 
the names of the nationally known companies 


PNEUMATIC MACTTEINERY now using them. Write for it. 


THE PNEUMATIC SCALE SYSTEM 


of PACKAGING MACHINERY 


Q .... for every packaging purpose - dry or liquid 























PNEUMATIC SCALE CORPORATION, LTD. ' NORFOLK DOWNS, MASS. 


Branch offices in New York, 26 Cortland St.‘ San Francisco, 320 Market St.; Chicago, 360 No. Michigan Ave.; Melbourne, New South Wales and London, England 








Modern Packaging 





Packaged by Ferguson Machinery 


.Rexo Becomes Separate Industry 


From an advertising gift to a large and successful separate 
industry is the romantic history of REXO, the household 
soap-saver and water-softener manufactured by the Rex 
Products and Mfg. Co. of Detroit. For REXO was first made 
as a novelty, packed by hand, to advertise in a small way the 
industrial and chemical cleaners for which the company was 


organized nine years ago. 


But it was good. It was demanded in larger 
quantities. Ferguson Packaging Machinery 
was installed to pack it with the least possible 
amount of time and labor. And today it has 
become as lucrative and important an in- 
dustry as the original products of this com- 


pany. 


Consult a Ferguson engineer! He can show 
you how you can get your product so per- 
fectly packaged, at such a saving of pro- 
duction cost, that your small industry will 
become a large one. Send for catalog. 
Consultation with a Ferguson engineer does 
not obligate you. 


Ask to Consult with a Ferguson Engineer 


‘-L-Feréuson Compan 


J OLIET/- -\ - ILLINOIS 





fee ST.LOUIS 
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E use of one piece of Sanigenic 
Waxed Paper around your 
package or container, is more 
convincing than a hundred sales 
arguments. 


You will find an increase in con- 
sumer demand for your product. 
Retailers will be glad to give it 
prominent position on their shelves, 
since a waxed wrapped product 
sells more readily. 


Try it on your package. Make the 
necessary tests. Join the ever in- 
creasing ranks of Sanigenic Waxed 
Paper users. 


The American Tissue Mills has 
a Sanigenic Waxed Paper for every 
purpose. Service and saving money 
for you is the foundation of our 


success. 

















AMERICAN TISSUE MILLS 


HOLYOKE, MASS. U.S.A. 








OFFSET LITHOGRAPHY | 

















HE buyer who keeps an eagle eye on the quality of 

his products and above all costs—does not gamble 
with the elements that product is subjected to after it 
leaves his factory. 


The best protective wrapper for your packaged prod- 
ucts is waxed paper. Not only does it guard against the 
elements and insect infestation, but it eliminates pil- 
ferage due to the fact that it can be hermetically sealed. 


Sanigenic Waxed Papers are obtainable for every 
purpose. There are tints and colors to match the color 
scheme of your own container. It can be obtained in 
rolls or sheets, printed or plain and in suitable weights. 





Our Merchandising Department will be glad to 
confer with you on designs and ideas to improve on your 
present package. 





AMERICAN TISSUE MILLS 
HOLYOKE, MASS, U.S.A. 
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S pvnain an experimental history of more 
than ten years, “EXACT WEIGHT” 
SCALES have been developed for the pur- 
pose of giving positive weight control of pack- 
age merchandise in fast production . . . more 
packages from bulk weight, and lower pro- 
duction costs. 

Today literally hundreds of famous products 
of American industry are packaged under 
their watchful supervision. 


May we tell you why YOUR product 
should be packed with the aid of 
“EXACT WEIGHT” SCALES >? 
May we prove their right to a place in 
your production line ? 


THE EXACT WEIGHT SCALE CO. 


(Formerly The Smith Scale Co.) 
1306 W. Spring St., Columbus, Ohio, U. S. A. 


Canadian Representative: W. & T. Avery, Ltd., Toronto—Montreal 





famous products 


reach the - 
Consumer 


yt 


“EXACT 
WEIGHT” 
SCALES 


























Modern Packaging 


At the John E. Canepa Plant 


of Chicago, Ill. 


PETERS Carton Formers and Liners play an 
important part in the production of Red 


Cross Macaroni. 


This is but one of many institutions of its 
kind that depend on Peters Machinery to 
guarantee the integrity of their product in a 
sanitary and perfect package and still be able 
to cut their production costs. 


The measure of a man is in his work— 
measure Peters likewise! 


CARTON-FORMERS and LINERS; 
FOLDINC, CLOSING, WRAPPING 
and SEALING MACHINES 








PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 
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T the point of sale—when products are being examined at close range 
and a decision is in the making—your product needs all the mene 
it can get. 





The clerk may say a good word but that’s problematical. It seems up to 
this—your. product needs to speak for’ itself and the isl is your prod- 


uct’s most eloquent salesman. 


Look to your package today. Is it a help or a hindrance—a money saver 
or a money waster—a means of making sales or breaking sales? Does the 
package say all that it should? Does it speak convincingly enough? 


The design of the right package for any commodity demands an exact under- 
standing of trade needs and requirements, merchandising principles, as well 
as an understanding of how it will fit in with economical production methods. ee 

A different container or wrap, a redesigned label, or seal, may gain for your a: 
product a new and interested audience. The Package Design Corporation , 
is in an enviable position to serve you. Simply fill in the card below and 


Aine 


mail at once. 





PACKAGE DESIGN CORPORATION, 


8 Murray Street, 
New York City. 


I am interested in your services and would like to have further details with reference to the following: 


(Send sample under separate cover) 


Redesign of package: 
: , (Send nt under separate cover) 


Neatié of writer: 000003. Fe ales o's ste ae Pas 0) Lets ee Deo TEs Pos app te age eM SRE A oe 
IIS 5 nas os oc k.0-5 oi. Shoe Gx tes + 0 4 ager mam TES AS Lobes oe a ere 


Stvect abdvaes 5.5... 6 06 gh bs: ert! ee ee id eons aD 5a San wie wha i Sa erdiemiee Gee atl 


(We understand this places us under no obligations) 
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WARE CAMEOS 


bring thoughts of the Mauve 
Decade—Lavender and Old Lace—carrying 
your mind into channels of scented pack- 
ages, sachets, toiletries and sweetmeats. 


Cameos 


So it is with the observer of your products. 
Clothe the package with a thought to its 
contents—use Ware Cameos! 


May we send you complete sample books? 


MeLaurin-Jones Co. 
Brookfield, Mass. 





Modern Packaging 


Duplicates the 
ertical “Thrust-Twist’’ 


but with a speed and uniformity 
no human hand can equal 


HE New CAPEM Machine applies any rotating cap to any de- 

sired tightness at the rate of 40 per minute, without strain on 

the threads of the container neck. This is made possible by a new 
thrust movement which duplicates the ‘‘pressure-twisting’’ action of 
the human hand. Thus, as in hand-capping, the energy is applied by 
movement in two directions—the usual lateral twist motion and a 
gentle vertical thrust which removes the tightening task from the 
threads. This gives your cap a perfect, always uniform seal, air-tight, 
but still easily removable by the customer. 


The CAPEM Machine takes your jars, bottles and cans of any size 
or shape from your conveyor belt, sorts, feeds and attaches the caps 
automatically without marring cap or container, and returns the cor- 
rectly capped container to the conveyor—without being touched by 
human hands. Used for years by biggest makers of cap-sealed prod- 
ucts. Send a sample container and brief statement of your require- 
ments—and we will show you how you can save costs on capping and 


get a more perfect, uniform result. No obligation. 


CAPEM S-1-F 
Automatically caps any . 
container at the rate of Registered Trade-Mark 
40 containers per minute. 
Caps put on with any 
tension desired. Com- 
pensating movements 
provide for variations in 
size of caps, necks or 
height of containers. 


CAPEM MACHINERY CORP. 
1400 West Avenue, Buffalo, N. Y. 


London Representative, C. S. duMont, 
Windsor House, Victoria Street, London, England 


a La Li Ln Li Li Li Li Li, ti By Bi Bn Bn. Bn. Ba 











POWER 


The main reason for box or package coverings 
is to create sales of merchandise. 


Specialty Papers by Dejonge give more than 
mere appearance to boxes; more than beautiful 
colors and unique designs. They give BOX 
POWER .... attention compelling selling 
power! 


Send in the coupon below for the latest Dejonge 
sample book showing Specialty Papers by 
Dejonge which assure BOX POWER. 


NEW YORK (e@zels) CHICAGO 


PHILADELPHIA 


LOUIS DEJONGE & Co. 











COUPON 











Louis Dejonge and Company, Dept. C., 
69 Duane Street, New York City. 


Kindly send me sample book No. 134 
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Ilere is a Portfolio of GLASSINE PAPERS 


WE wILL 
gladly send 
to you at your request 


one of these Portfolios containing samples of 
glassine papers with information as to the uses 
of each grade. Perhaps you will find among 
these samples a paper more adaptable to your 
particular requirements than one you are now 
using, or possibly the uses we list may suggest 
a way in which GLASSINE can be of help to 


Write for your copy 
of this portfolio 
of 
RIEGEL’S 
JEWEL BRAND 
GLASSINE 
PAPERS 


you in solving a packaging problem. 


The Warren 


Manufacturing Company 
Makers of Riegel’s Jewel Brand Glassine 


342 MADISON AVENUE NEW YORK, N. Y. 


+ ++ ++ ++ + 


CHICAGO OFFICE: 111 West Washington Street 





Modern Packaging 


TH! light of modern designing and lithog- 

raphy will focus attention on your con- 
tainer as nothing else will. For what better 
indication of quality goods can there be than 
the attractiveness of the package at the point 
of sale? 


In forty years of experience the Brooks Com- 
plete Lithographic Service has greatly increased 
the sales of many nationally known products. 





Our designing and lithographic departments 
stand ready to{helpjyou weather the storm of 
competition by making your package colorful 
and attractive in a distinctly modern way. We 
will gladly send you samples of sales-builders 
we have created, and, incidentally, why not 
let our idea department work out your prob- 
lems for you? 


™ BROOKS¢% COMPANY o38%2t% oe23%se SPRINGFIELD, MASS. 
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For Production on 
Four--or more--Different Products in 
Four--or more--Different Size Tubes 


Users find the new STOKES Filling, 
Closing, Clip-making and Attaching 
Machine 

A Production Machine—125 Gross per 

8 hr. day. 

Versatile—with quick and easy changes, 
handles practically all semi-liquids and 
pastes and fills tubes from smallest to those 
114” in diameter and 7” in length. 
Economical—Clip-making feature alone : 
usually saves more than the one operator’s * 
wages. 

Efficient—fully automatic—tube inserted 
in cup by operator is filled, closed, clipped, crimped 
and delivered to cartoning machine. 

Ideal for large manufacturer with branches where pro- 
duction is required on a number of different products 
in various size tubes. Ideal also for foreign use be- 
cause of combining versatility with simplicity. 
Discuss your tube filling problem with us, 
today for new folder. 


Write 


Our new Powder Filler, too, has a dozen advantages worth inquiring about. 


for f¥i/l 


Positive clip forming & 
attaching mechanism 


Just ordinary 
commercial metal ribbon 


(no special preformed 
clips on ribbon 


Conveyor -Height 
: o_o 


Automatic tube ejector 


Adjustable work table 


FJ§troKes MACHINE COMPANY 


Tube, Jar and Powder Fillers 


5970 Tabor Road, Olney P. O., Phila., Pa. 





Modern Packaginy 








—S 





AvuTomarIc 


Campfire Marshmallows, manufactured by The Campfire 
Corporation, are packed in fibre containers and sealed on 
Standard Top and Bottom Sealing Units without the aid of 
any labor whatsoever. In the operation of standard equip- 
ment, no operator or attendant is required. 


Write our Engineering Department 
if you have a sealing problem See our Data 
Bal > 


PACKAGING CATALOG 


MAILLER SEARLES, INC. 
135 Fremont St. CHICAGO, ILL. 
San Francisco, Cal. 208 West Washington St. 
JOHN F. WILLARD & SON C. S. du Mont 
Windsor House 


335 E. 4th St. 
Victoria Street, S.W.I. 


vpairinsiparesae SEALING EQUIPMENT CORPORATION peng Rap 
Rawson Street and Queen’s Blvd., LONG ISLAND CITY, N. Y. 
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They’ll never be able to see the new creations of 


AMERICAN 
BEAUTY PAPERS 


New designs now ready—Send for Samples 






Special Display Numbers 


C. R. WHITING CO., Newark, N. J. 


REPRESENTED in CANADA by PAPER SALES, LTD. 





Modern Packaging 


Bring Your Packaging Costs DOWN 
DOWN 


CARTON FEEDER AND 
BOFPEOmM SEALER 


75 PER MINUTE 
JTOP PRODUCTION 


ee Oe ee 


EEN competition requires cost savings, however remote these 


Thirdly, the method of registering the carton for gluing the side seam 
savings may seem. 


insures an absolutely square and sift-proof seal at both top and bot- 


This JOHNSON Machine, for example, handling cartons in the 
flat or “knocked down” form before side seams are glued, saves 
from 15¢ to 30¢ per thousand cartons, depending on the carton size. 
Secondly, high-speed production cuts overhead costs; and automatic 
operation eliminates labor costs to almost the vanishing point. 


tom. Contents are positively protected against waste. 


This JOHNSON Machine when used with the JOHNSON High- 
Speed Gross Weight Scale and the JOHNSON Double-Entry Top- 
Sealing Machine will bottom-seal, fill, weigh and top-seal your car- 
tons at a speed of 75 to 80 cartons per minute. 





the asking. Write us today. 





JOHNSON Packaging Engineers stand ready to study the requirements of your product. 
necessary investigations and tests, and submit their ndings te 


They will make the 
your approval. This no-cost service is yours for 





be ot our Data 
in the 
OVE TA RONEN Battle Creek, 
New York, 30 Church St. 





JOHNSON AUTOMATIC SEALER CO. 
Michigan, U. S. A. 


Chicago, 228 N. LaSalle St. 





Net Weight Scales; 

Gross Weight Scales; 
Bottom and Top 

Sealing and Lining 
Machines (with or 
without automatic 


OH NS ON, ana hay 


AUTOMATIC PACKAGING MACHINERY 
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ine Wrappers. 
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DECIDE FOR YOURSELF 


That 
CHEST NUT-KRAFT | 


=m CONTAINERS 
—--4 ARE BEST 


LESS SCUFFING WITH 
ROUGH HANDLING 


NO SIACKING 
COMPRESSION 


CHESTNUT-KRAFT liners on this rigid cor- 

rugated box are made by combining the 

long, tough fibres of Kraft pulp with Chestnut 

pulp—both a 100% wood pulp. No waste 

paper or other deteriorating material is used. ASSURES PERFECT 
The use of this all-virgin material eliminates fe) on ROLLER 
fading and makes a more rigid container. CONVEYORS’ 


Illustrated are three great hazards for shipping containers, even before ship- ,’ 
ment is actually made. CHESTNUT-KRAFT shipping containers have ~,% 
overcome these and will carry through to deliver your goods exactly as“ 
you would insist upon, if you delivered them in person. reg 

° 4 
You owe it to yourself and your customers to investigate this high ,” carpner 
test, rigid shipping container. Clip the coupon—now. Try out ee & HARVEY 
the sample box in any test you may wish—then decide for Bp ie we ghd 


yourself that CHESTNUT-KRAFT containers are best. 4, Cinitintin 
;? | 


7 Please send me one sample 


GARDNER & HARVEY CONTAINER CO. 17 s.ctesn me MT om 
MIDDLETOWN OHIO 
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Modern Packaging 


WHY? 
Did They 
Tight Wrap 


a 


» 
CREAM 
BARLEY 


The Compelling Reason 
To Sell More Packages 


Your company’s personality, its strength 
and integrity, the quality of your product, 
all should be reflected in the package. 
Your prospects judge the value of your 
product from its appearance. 


Write us for estimates 


FILLING MACHINES—CARTON SEALING MACHINES—WRAPPING MACHINES 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE—23 GOSWELL RD. 
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What the well-dressed package will wear 
ee | 
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[N 1900 packages were 
clothed. 


PINCO PAPERS present all that can be had in fancy | 
papers—originality—design—harmonious colors and | 
superfine texture. | 







Could you ask for more? : | 


Keep your package in style! 


[INCOTAPERS 


INCORPORATED 


NEW YORK OFFICE NINTH, BAILEY AND ERIE STS. CHICAGO OFFICE 
Room 710—225 Fifth Ave. CAMDEN, New Jersey 1566 Conway Bldg. 






















Modern Packaging 


Holiday Packages 


MAN Y manufacturers have discovered that it pays 
to clothe their product with the Christmas 
atmosphere for the Holiday Season. 


A knitting company received within a short time maximum 
distribution on a new brand of lingerie by placing the product 
into a colorful Holiday Carton. 


An electric appliance company finds that it pays to place 
several of their products in colorful Holiday Cartons. 


A cigar manufacturer placed his box of Perfectos into a 
colorful Holiday Carton and increased his sales. 


A great many other manufacturers have experienced the value of 
the Holiday design on their packages and found it profitable. 


Our Creative and Designing departments will be pleased to 
assist you with your Holiday packages. 


Call in one of our nearest representatives or write to the 


Rochester Folding Box Co. 


Lithographers 
MAIN OFFICE AND PLANT: ROCHESTER, NEW YORK 


New York Office = Chicago Office 
280 Madison Avenue 1314 E. 54th Street 
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Illustration shows the 
decorated Napacan, 
the aristocrat of 
printed paper cans for 
coffee, baking powder, 
tobacco, candies and 
all dry products, also 
moist products, 


IF YOUR ANNUAL VOLUME OF ROUND 
CANS USED IS LARGE ENOUGH ... IT 
WILL PAY YOU TO MANUFACTURE 


YOUR OWN 


UR automatic machines are particu- 

larly adapted for large production 
in any size of round cans. This applies 
whether you are now using round tin 
cans, round composite cans (fibre body 
and tin top and bottom) or round fancy 
boxes such as are used for face powder, 
candy, etc. 


Our machinery is licensed to the manu- 
facturer on a royalty basis on deals of 
this nature. By making his own cans in 
his own plant the manufacturer drops his 
cost down to bed rock and there is also 
the very important advantage that he is 


CANS... 


in full control of the daily production, in- 
creasing or decreasing the can manufac- 
ture as sales conditions warrant and in 
particular he is also in full control of the 
quality of materials used in his can. 


We now have several licensee deals of 
this nature manufacturing their own cans. 
In the most recent instance, the annual 
saving of manufacture is running around 
$100,000.00 a year. The perfection of our 
automatic machine is such that a can de- 
partment in your own plant, while turning 
out large volume per day, does not take 
up much space in your plant. 


To enable us to give intelligent consider- 
ation it is necessary that the prospective 
manufacturer send us samples of the cans 
he is now using of each size and advise 
us the approximate number of each size 
used per year, also include samples of 
labels, etc. Our machines are adjustable 
so a wide range of sizes can be made on 
the same machine by changing tools 
and dies. 


Virtually every dry product now packed 
in decorated or plain tin cans should be 
packed in decorated Napacans or Utilikans 
at a very material saving in cost and 
without loss in sales appeal. 


National Paper Can Company 


576-598 Clinton Street, Milwaukee, Wisconsin 


SMALL SPACE 
HERE PERMITTING 
SEVERING OF LABEL 
WITH THUMB NAIL 


CAN ANDO 
COVER SAME 
DIAMETER- 
PERFECTLY 
SMOOTH 
SURFACE FOR 
Be LABELING. 


~ 


TOP CAP 
PRINTED TO 
YOUR ORDER 


DOUBLE WALL 


Above illustration shows full necked type of Utilikan with double wall body, mechanically tight 
double top and double bottom closures, stronger than composite and all tin cans and will not dent 
easily like tin cans. Put well printed label on outside, which also serves to seal, and the result 
is an attractive silent salesman working for repeat orders in every consumer's home it goes into. 
Much cheaper to manufacture than all tin or composite cans. 

















Whether your packaging 
problems concern popcorn, 
oysters, lighter fluids, drugs 
or what else—there is a Con- 
tinental container that will 
better meet your needs! 


The illustrations above are 
excellent examples of modern 
containers developed to in- 
crease salability of these 
products. 


Each, strong in utility val- 
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SYMBOL OF 
QUALITY AND SERVICE 


Modern Packaging 








ues and attractive in appear- 
ance, gives the added sales 
impetus so necessary today. 


Whether it’s the creation 
of a new package or sprucing 
up an old one to meet mod- 
ern needs, Continental rep- 
resentatives will gladly place 
at your disposal, our wealth 
of experience, plus the service 
of Continental Research and 
Development Departments. 


CONTINENTAL CAN CoMPANY2<« 


Executive Offices: NEW YORK: 100 East 42nd Street CHICAGO: 111 West Washington Street 


COAST TO COAST 


CHICAGO BALTIMORE JERSEY CITY SAN FRANCISCO E. ST. LOUIS CINCINNATI 


WHEELING NEW ORLEANS 


CLEARING 


SEATTLE PASSAIC ROANOKE 


CANONSBURG 


DETROIT LOS ANGELES SYRACUSE DENVER 


BEDFORD SAN JOSE BOSTON 
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MODERN PACKAGING 


11 Park Place, New York, N. Y. Copyright 1929. 
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$3.00 FOR THE YEAR 
35 CENTS A COPY 








The Package 


2 La Lasine package has been chosen as the 
package of the month because it embodies so 
many of the qualities of the perfect package. 
The bottles chosen are easily handled and convenient 
to use and the molded screw caps are easily removed 
and replaced. ‘The design chosen for the labels, booklets 
and cartons possess high attention value. In addition 
to that, it is modern and startling enough to stand out 
from competing packages on dealers’ shelves. The de- 
sign also suggests many effective displays and simpli- 
fies the display problem of the retailer to a large extent. 
In a recent interview with the president of the com- 


' 
t “8 iseersey 





of the Month 


pany, William Dewart Young, the interesting story 
behind this much-talked-of package was told. It 
seems that Mr. Young and his associates determined 
that the market for their antiseptic in America was 
divided into two classes: a highly ethical field which 
embraced hospital use, and the more general field of 
toilet accessories. No one who is familiar with the 
drug field as it is composed today, and who notices the 
presence of cosmetics and perfumes in large quantities 
on most drug counters, can deny the great importance 
of style as a selling factor in the drug store today. 
With this in mind, Mr. Young and his associates most 
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wisely chose a design and package plan that would be 
the utmost in style, and yet be possible with quantity 
production and a necessarily low cost per unit. 


AVING first in mind then the actual sizes and 

shapes most suited to the convenience of the 
consumer, a novel flask was determined on. A one 
and one-half ounce size was designed to be carried in 
the vest pocket or purse. A five-ounce size, also in the 
shape of a flask, was called the traveling flask, because 
it would lie flat in luggage or could be carried in the 
side pocket of a car. For the other two sizes, 10 and 
20 ounces, respectively, a cylindrical bottle shape was 
chosen. This shape is more practical than the flask 
in such a large size, and it also has the advantage of 
establishing the product as having medical approval, 
the general public feeling being that the more con- 
ventional bottle shape would add confidence to their 
natural selection of the highly styled package. 


Potato Chips in 


Modern Packaging 


In Mr. Young’s opinion, the two biggest words in 
the drug business are “daily use.’’ Not content with 
designing his package for the utmost convenience and 
appropriateness to use, Mr. Young gives the final 
touch to the La Lasine flasks and bottles by a con- 
venient screw cap. The color display value of the 
package, both in carton and label was then carefully 
worked out in an original black, yellow and orange 
that has splendid eye-catching value. 

An interesting high light is introduced in the label 
and on the package carton by a fleur de lis appearing 
in white on the yellow background in the central V 
of the label and on the top of the package cover. This 
was included to suggest the origin of the product. 
We believe that La Lasine, when it enters the market 
under heavy national advertising this fall, will quickly 
prove the value of the thoughtful work that went into 
the creation of its package, and that the result will more 
than justify the expense involved. 


a New Package 


By Changing Antiquated Design Denver Concern Eclipses Former Retail Sales 
of Established Product 


By JOHN T. 


OR several years the Colorado Potato Flake & 
et Co., Denver, Colo., one of the country’s 

largest producers of Saratoga chips, had been con- 
sidering a change in package designs. The fact that, 
in respect to art treatment and advertising matter used, 
the old package design was antiquated was realized. 
However, the management held back. When a certain 
package has been used for years, and is thoroughly es- 
tablished, in good demand, isn’t it dangerous to change 
it? This was the reason. 

However, some months ago, the company took one 
of its brands—M. & G.—which is sold in the territory 
out of Denver, and, still retaining the brand name, 
made a new package which offered more appeal in its 
artistic qualities, possessed the advantages of extra 
color and carried special selling arguments upon it. 
No ill results attended the change. Business was good. 


In Denver, the company had a “‘ten-cent-seller,” - 


known as the ‘Ford’ brand. This brand had been 
falling down in sales; it was desired to do something in 
the situation. The advertising agency, which has 
handled the company’s account for many years, recom- 
mended a new package. The idea was accepted, and 
immediate execution authorized. Following introduc- 
tion of the new package design, sales increased to a 
marked extent. 

The company then turned its attention to the “Red 
Seal” brand, widely distributed in Denver and with im- 


BARTLETT 


portant chain store outlets. The old package had been 
acquired by the company when it purchased the brand a 
number of years ago. It was a veritable ‘‘antique.” 
The two words featured on the sides, occupying about 
half the total space, were “Saratoga Chips.” All of 
the printing was in red and the seal, appearing on both 





New design (left) is characterized by high legibility 


narrow and wide sides and called for by the brand 
name, was likewise of that color. The wording, ‘For 
superior quality, use the standard of excellence,” and 
‘Always buy the Red Seal brand,’’ was the only selling 
matter on the package. There was no printing on the 
top or bottom of the package. (Continued on page 64) 









Aging 





ds in 
with 
e and 
final 
! con- 
f the 
efully 
range 


label 
aring 
‘al V 
This 
duct. 
arket 
ickly 
into 
more 


een 
da 
ut 

of 
th 











Packing Orange Blossom Honey 


Creation of a Special Jar Insures Steady Sales for California Product 
in National Markets 


By MEL WHARTON 


A‘ attractive clay jar, enameled a bright orange to 
represent that fruit, and neatly wrapped and 

sealed, has solved a marketing problem of some 
years’ standing for the honey producers of Southern 
California, according to officials of the Southwest Honey 
Corporation of 1795 Pasadena Ave., Los Angeles, 
packers of ordnge blossom honey. 

Before the origination of the unique clay jar into which 
the orange blossom honey coming to the corporation 
is packed, marketing was fraught with uncertainties, 
according to President L. F. Jordan of the packing firm. 
Honey producers in the southern part of California, a 
large percentage of whom sell to the Southwest Honey 
Corporation, were uncertain as to prices and disposal. 
The creation of the special jar which has insured sales 
by obtaining steady demand was the direct result of the 
determination of the corporation to satisfy its mer- 
chandising problem. 

The feature jar is made of clay, built to hold 12 oz. of 
honey and molded in the shape of an orange. ‘The 





Filling the orange-shaped jars 


jar is painted a brilliant orange. It is corked, sealed by 
dipping in hot beeswax, placed in a transparent cellulose 
wrap to further enhance the beauty of the package and in 
this manner shipped to the trade. 


HE enthusiastic greeting received by the honey in 
its inviting new container at once provided an outlet 
for the brand, permitted the selling of it at a higher 
price, insured better prices and conditions for the apiarist 
due to a premium paid for orange blossom honey, once 
disposal was assured of each year’s pack. ‘The pleasing 


package commanded a sufficient margin over former 
packing to allow for more satisfactory prices through the 
industry, yet assured the sale of all orange blossom 
honey which could be produced in the section. 

Clover, sage and buckwheat, in addition to orange 
blossom, are also packed and distributed by the South- 
west Honey Corporation. These flavors are usually 
packed in glass containers in various sizes and shapes 
from a few ounces up to two pounds net weight. Small 
2'/-oz. jars for individual service in hotels, restaurants 
and dining cars are also a distinctive product of this 
organization. Three flavors—orange blossom, sage and 
buckwheat—are so packaged. 

By delving into Christmas specialties the organization 
has also added to its output and profits. Both the 12- 
oz. orange blossom, and the 2'/s-oz. individual jars are 
packed in redwood boxes, illustrative of California and 
designed to be bought by the consumer as gifts. 


N unusual warehouse room, where temperatures are 
maintained at approximately 90 degrees so as 
always to keep the honey at a “‘workable’’ heat and pre- 
vent congealing, is part of the packing properties at the 
Southwest concern. Steam heat, supplied through a 
battery of furnaces, is used. One of the rooms is given 
over to enamel dipping. The jars are dried on racks 
after which they are filled with honey from tanks with 
control spigots, weighed, corked, sealed in hot beeswax, 
pasted with appropriate labels and the whole jars 
wrapped in Cellophane. 


‘The creation of a special jar for our orange blossom 
honey not only has given us disposal of our product 
completely, but has developed a high class of trade,” 
said President Jordan. ‘We sell only to quality markets 
wherein we have now created a perpetual demand and 
obtained better prices through distinctive packaging. 

‘“‘We have developed so firm a demand for this honey 
that it is shipped to every important city in the United 
States. New York City consumes many thousands of 
jars yearly. We produce and market 250,000 12-oz. 
jars of orange blossom honey annually. This is in addi- 
tion to other flavors and packages. We export to the 
British Isles, Canada and Australia. Breakage, due to 
the stability of both container and shipping package, is 
negligible. The unique orange blossom package has 
solved our distribution problem and developed for 
Southern California a stability for its honey industry 
above that of any other method ever attempted.” 
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Modern Packaging 


Decorative Papers fi 


Right: A green  back- 
ground effectively displays 
the unusual designs in blue, 
red and gold on this new 


tissue. By American Tis- J , 
sue Mills ' Among the New Designs in F 
Variety of Un u 


Left: A velour paper in 
gold, green and _ yellow 
plaid with an _ overtone 
poinsetta design in red. 
By Keller Dorian Paper 
Company 





= 
Upper right: Plaids are pee ey 
back in fashion and this 
new pattern in a wide range 
of colors is in keeping 
with the mode. By C. 
W. Williams and Co., In- 
cor porated 


Left: An all-over design 
of white on a black back- 
ground produces a smart 
effect. Also in various 
color combinations. By 
McLaurin-Jones Company 





Right: Red, gold, gray 

and blue flowers combined "4 Fou Pe een ae 

with a black ground pro- . : i 

duces an effective tissue for e- a Pace ore 

summer use. By Ameri- “ y oy er Pao wpa 
can Tissue Mills , ROT Rae ey 
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for Every Purpose 


Fancy Papers Are a Great 
usual Patterns 


Right: A velour paper in 
gold and brown with an 
overtone cherry pattern in 
dark red flecked with gold. 
By Keller Dorian Paper 
Company 








Left: Black, red and gold 
design on a green back- 
ground. By Hampden 
Glazed Paper and Card 
Company 


Upper righi: Black and 
white geometric effect suit- 
able for small boxes. By 
C. W. Williams Co., In- 
corporated 


Left: This pattern may be 
had in a wide range of 
colors including black and 
white. By McLaurin- 
Jones Company 


Lefi: Pastel colors are in 
vogue and this paper is de- 
veloped in a combination 
of soft tones. By Beek- 
man Card and Paper 
Company 





BSR RRERRRRRAYR 
BReeReRaRRaRRR 
0.0000 00000% 


>» bh bh hb 2h hb hb hb 


ia B3 
. SiS 
$e 


= Ei 
HO} 
¥ SF. agtlhy 


aa? 
WL > = . i} 
es 


Above: Gold and white 
daisies on a lavender back- 
ground suggest the possible 
use of this paper for sum- 
mer novelties. By Beek- 
man Card and Paper 
Company 




















Packages in Review 


IGNAL recognition of packages and their utilization 
as exponents of commercial art are apparent in the 
fact that the Eighth Annual Exhibition of Advertising 
Art, held by the Art Directors Club at the Art Center, 
New York City, included in the exhibits shown a number 
of containers for nationally known products. This is 
the first year that packages have been shown at these 
exhibits, and it may be expected that with the greater 
appreciation of the possibilities in this form of decoration, 
now evident, that art in package design will occupy a 
more important part in such showings. 

The selection shown in the exhibit included bottles, 
cans, jars, wrappers, labels, cartons and boxes which 
have been designed by prominent artists, but the list is 
by no means complete if one considers the wide range of 
worthwhile types and designs that are to be found in 
almost common usage today. But let us not complain 
of that—the beginning is a good one, and it is the in- 
tention of the Art Directors Club to indicate from year 
to year, by means of these exhibits, the progress that is 
being made in raising the standards of public taste. The 
movement is one that can be heartily endorsed by manu- 
facturers who package their merchandise. 


On Prevention of Fading 


[\ the installment of the article, ““Why Colors Fade 
in the Designs on Flour Containers,” published in 
this issue, George Rice calls attention to the deleterious 


effect of perspiration marks on packages. To many 
it may appear that the importance of such an effect 
is overestimated and that in reality there is little to this 
claim with which the manufacturer need concern him- 
self. But the facts in some cases show that the con- 
trary is true, and in packaging, as in any other line of 
constructive endeavor, ‘‘an ounce of prevention is worth 
a pound of cure.” 

It must be remembered that the practice of packaging 
was initiated more with the thought of protection and 
convenience than with that of presenting an attractive 
appearance in display. This impression—that of pro- 
tection—still occupies an important place in the mind of 
the possible purchaser, even though the decorative 
features of the package may exert a greater influence on 
its sale. So that any condition that tends to create an 
unfavorable impression and indicates carelessness in 
actual production of a package or its subsequent appear- 
ance is detrimental and should be, wherever possible, 
avoided. 
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It is impossible, of course, to entirely prevent the 
handling of counter-displayed goods. ‘To get “‘the feel’ 
of things we buy is a human trait and a difficult one to 
eradicate. Goods so handled, unless fast moving, be- 
come shopworn; they must be replaced, and such a 
“turn-over’’ is not quite helpful to the retailer. 

Many manufacturers—and the list is growing—have 
adopted the practice of enclosing the container in trans- 
parent or semi-transparent wraps. Such wrappings offer 
complete protection and at the same time do not detract 
from the visibility of the decorative effects on the con- 
tainer. 

Another preventative measure which can eliminate 
“fading’’ from this source is the practice of automatic 
packing of packages in the shipping containers or cases. 
With machines now available it is possible to span the 
operation between packaging and packing without 
manual labor. 


Ben Day in Package Decoration 


T is well known that the Ben Day process has many 
practical uses in advertising and illustrating. This 
process of applying shading to printing plates is effect- 
ively used to soften the harshness of large lettering and 
solid backgrounds and relieve blank spaces in illustra- 
tions; it is also superior to certain kinds of color work 
because it gives a more forceful definition of colors and 
retains the detail of a working drawing. This latter 
ability is particularly valuable in certain kinds of package 
decoration where color plates are needed to print on 
coarser grades of stock. 

In price the process compares most favorably and is 
based on the amount of detail and manner in which the 
shading must be applied, being determined by the artists’ 
time for each plate. We understand it is practically 
always more economical for making color plates because 
no elaborate drawing is necessary and there is no color 
separation required in making the negative. 

As with the selection of packaging equipment or the 
various supplies used in package design, the manufac- 
turer who is seeking economical production costs and 
substantial packages will also consider carefully the 
manner in which the decorative effects are applied to his 
container. It is the careful selection of every item that 
enters into the building of his package that assures its 
acceptance. 

Several examples of the successful application of the 
Ben Day process are to be found among outstanding 
packages and we believe its further use and application 
can be economically and advantageously followed. 
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The Return of Paper Bags 


ROM a packaging standpoint, the ordinary paper 

bag may well claim the right of being a pioneer in 
the field. It is one of the simplest forms of a package. 
With the advent of the paper carton, the can and other 
recognized forms of containers, the paper bag declined, 
for a time, in popularity, but such was largely due to the 
activities on the part of the manufacturers of other types 
of containers, the lack of adequate equipment for filling 
and closing bags and the failure on the part of paper bag 
manufacturers to appreciate the full merchandising and 
protective possibilities of the package. But this situa- 
tion has changed and changed rapidly and the paper bag, 
with its modern adaptations or protective and decorative 
features, is a well-recognized factor in packaging today. 

There are several reasons for this increased interest. 
Advances in the art of bag making have served to pro- 
duce bags that are today far more adequate as containers 
and merchandising factors for those who place their 
goods in them. Automatic machinery for filling, folding 
and closing bags has been perfected; improved and 
additional materials have been incorporated in their 
construction. Then, too, we find their increased use 
as a means of facilitating sales among the chain stores 
where prepacking of goods in a large way has become 
an accepted and economical practice. In the packaging 
of commodities, such as lamp black and insecticides— 
products which present a packaging problem in the 
manner of filling and closure—the several improvements 
have also resulted in increased acceptance and volume 
usage of the paper bag. 

In an early issue we will publish an extensive article 
dealing with the various phases of packaging work in 
which the bag is used as the container for the products 
packaged. 


Trade Mark Protection Abroad 


HE failure of many American firms to register trade 

marks and trade names used on packages and labels 
in foreign countries, even if the firms are not shipping 
goods to those particular markets, often leads to the 
discovery that marks or labels have been preempted in 
the territory. 

In discussing methods of safeguarding foreign markets 
for American products, James L. Brown, chief of the 
Patent and Trade Mark Section of the Division of Com- 
mercial Laws, Department of Commerce, called atten- 
tion recently to differences in trade mark laws in various 
countries. Trade mark protection, he explained, is 
afforded on two bases: the first user of the mark is 
entitled to exclusive use of it, a practice followed in the 
United States, the United Kingdom and most Euro- 
pean and Asiatic countries; the right of exclusive use 
is obtained by registration regardless of whether the 
registrant was the first or later user of the mark, a sys- 
tem which is the general rule in practically all countries 
of Latin America and a number of European countries. 

The price to be paid for neglecting to protect an 
existing or potential market for American goods cannot 
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be overestimated, as evidenced by the many inquiries 
received by the Bureau of Foreign and Domestic Com- 
merce as to the procedure advisable against those who 
are causing confusion in the minds of consumers of 
American products by infringement of industrial prop- 
erty rights, so-called “‘passing off,’’ and other methods 
of unfair competition. 

The requirements for trade mark registration vary in 
different countries. Frequently a trade mark which 
is a good subject for registration in one country is highly 
objectionable in another. The laws of most countries 
stipulate what is not the subject matter of registration. 

In addition to various documents which must be 
accomplished and duly legalized, there are other matters, 
including fees, which require special attention. ‘The regis- 
tration of trade marks, trade names and labels in foreign 
countries, therefore, should be placed in the hands of attor- 
neys qualified in foreign trade mark procedure and 
practice. 


Management in Packaging 


N packaging, as in any other production work, efficient 
and economical operation depends on two factors 
which, collectively speaking, are grouped under the heads 
of personnel and equipment. Of these, the former is too 
frequently not given the recognition that it deserves. It 
is possible to obtain machinery that will perform the nec- 
essary work and materials that will fulfill all conditions 
needed for a proper package. But without well-balanced 
guidance and coordination in performance it cannot be 
expected that successful results in costs and production 
will result. A plan of management, therefore, which in- 
cludes a personnel, each one of which is entrusted with 
definite duties and at the same time can and will function 
in coordination with the others, offers great advantages 
over a hit-or-miss program of organization. 

Not infrequently—and this applies more particularly 
to extensive operations rather than to those of the small 
plant—there is a preponderance of duties assigned to or 
self-imposed on one individual. There is an unwilling- 
ness, it seems, to distribute or divide responsibility, so 
that often we find detrimental interruptions of routine or 
special work due to the inability or inaccessibility of that 
individual. 

We recently visited a packaging plant that incorporates 
to a high degree the plan suggested in the first paragraph. 
But such, as explained to us, was not always the case. 
Previous to the adoption of the present plan there was a 
lack of any coordination in management, and even 
though the machinery was standard and of well-selected 
types operation costs were much higher than in similar 
establishments with which comparisons could be made. 
Elimination of certain operators and the employment 
of others, definite assignment and limitation of duties 
and a constructive plan of cooperation made it possible 
to wipe out abuses that seriously affected costs. A com- 
parison of former production figures and costs in this 
plant with those of today shows a surprising difference 
and one that has compensated many times for the effort 
and expense of making the necessary changes. 
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Packages Aid Cracker Sales" 


Well-Designed, Colorful Containers Reflect Quality of Ingredients and Belief of 


Manufacturer in His Products 


By D. E. A. CHARLTON 


with its assortment of cracker barrels and boxes to 

the neat display of biscuit and cracker packages on 
the shelves of the modern grocery. The transition has 
been accomplished by degrees and the retail grocery 
store of today is, after all, merely the concrete evidence 
of the gradual education of the manufacturer, the re- 
tailer and the consumer to better merchandising methods. 
Behind every package on the retailer's shelves is a 
background of years of scientific research into manu- 
facturing processes, production problems, advertising 
methods and other important merchandising details. 

The package is 
without doubt 
the greatest con- 
tribution of the 
present time to 
merchandising ef- 
ficiency. It is the 
package that has 
effected the trans- 
formation of the 
retail store. It 
is also true that it 
is the package 
that has changed 
merchandising 
methods. 

This is particu- 
larly true of 
the biscuit and 
cracker package. 
Packages have 
taken these prod- 
ucts out of the 
classification of 
“general stock”’ 
and made them 
highly specialized 
and _ individual- 
ized products. The package has also made possible 
the identification of the various types of biscuits and 
crackers and aided in establishing the identity of the 
manufacturer. 


* An address presented at the twenty-ninth annual convention 
of The Biscuit and Cracker Manufacturers Association of America, 
held at Chicago, May 21 to May 24, 1929. 
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:. is a long step from the old-fashioned general store 


| HUNTLEY 
& PALMERSZ 4 


Biscuits 


Although at the present time the package is expected 
to perform many functions, its first use was to protect 
the product. Back in the middle ages of retailing pack- 
ages were used merely to convey the crackers from the 
manufacturer's factory to the housewife’s kitchen. The 
old ‘‘barrel and scoop’’ or handful method of selling 
crackers was the cause of large losses to both the whole- 
saler and retailer and the package offered the only solu- 
tion of this problem. These first cracker packages 


were crude affairs—made of boxboard and in many 

cases unornamented except for the manufacturer's 

But these first packages did protect the crackers 
from breakage in 
transportation. 


name. 


- RODUCTS 
of this nature, 
however, are 
4 easily affected by 
changes in tem- 
perature and at- 
mospheric condi- 
tions. Com- 
plaints from con- 
sumers and then 
from retailers 
necessitated an 
improvement in 
early packaging 
methods. Wrap- 
pers of ordinary 
paper and crude 
wax papers failed 
to protect the 
contents from 
moisture and 
heat. With the 
use of wax linings 
and wax wrap- 
pers the first step 
toward modern packaging methods was made. This 
method insured the freshness of the product from the 
time it left the factory until it reached the consumer’s 
table. 
As competition grew and advertising of special brands 
increased, packages were called upon to identify the 
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HE other day, a visiting customer at the 

Gair Folding Carton Plant at Pier- 

mont, New York, after strolling 

through a mile of departments, com- 

mented most gratifyingly on the great variety 
of merchandise for which he saw Folding Car- 
tons undergoing manufacture. 





If he had complimented on the modernity of 
the plant, the speed of the equipment and the 
straining for quality he had observed, it would 
have signified the honest politeness of the visi- 
tor. But our customer saw something that was 
the outgrowth and result of these conditions— 
a service in Folding Cartons for every conceiv- 
able merchandising purpose and of every color 
scheme and grade. 


It requires long experience to turn out Folding 
Cartons with the sureness of success in such 
variety, dissimilarity and for so many purposes. 
We have been practical in Folding Carton con- 
struction and designing for sixty-five years. 
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FLOOD of shadowless light from across the broad Hudson, along which the Pier- 

mont Division, the specializing plant in Gair Folding Cartons, extends for one- 

half mile, assists the meticulous inspection, the fine color match and registry of 
the printing and lithography performed there. The personnel of this Folding Carton 
Plant is production proud. Every natural and artificial means for enlarging this pride is 
employed. At night, the last scientific substitution for daylight is used and throughout 
the latest means for carrying off inevitable dust, which injures press work, as well as a 
system for preventing materials in process being changed by humidity, protect Gair 
standards. 








The development of the Folding Carton begins in the pulp in the Paper Mill’s beaters. 
It moves in a band of box board, which takes the character that will best and most eco- 
nomically serve in making your Folding Box. There is no guess-work. It moves on over 
the printing or lithographing presses and beyond the various processes that lead to the 
cars for shipment. The output of the Piermont Division in Folding Cartons is of con- 
spicuous variety. The five Gair Box Board Mills, with a capacity of more than one thou- 
sand tons per day, turn out every required quality, finish and color necessary to this 
variety. Our Creative and Design Department supplies both experience and inventive- 
ness for artistic and structural design for any new cartoning purpose—or for the care- 
ful freshening of unmodish Folding Boxes that face the danger of being left behind by 
the times. 
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various brands. ‘Trade names and trade marks ap- 
peared on the packages, thus establishing a link with 
the advertising done by the manufacturers and aiding in 
determining the preferences of the buying public. 

With the assistance of packages the biscuit and 
cracker industry has grown to tremendous size. Where 
one brand or type of cracker was sold prior to the 
packaging era, several dozen varieties are now sold. 
The protection and classification offered by packages 
has enabled the manufacturers of these products to 
market many hundred varieties of biscuits and crackers. 

More recently the advertising value of packages has 
received consideration. It has been found that attrac- 
tive, colorful packages are a large factor in increasing 
sales volume. ‘The realization of this fact has resulted 
in an increased attractiveness of the containers used for 
packaging these products—a greater appreciation of 
the possibilities of artistic decoration. Years ago few 
manufacturers would have deemed it necessary to em- 
ploy recognized artists to design their packages but today 
we hear of almost fabulous prices being paid for a single 
design. As competition increases, the attractive sales- 
impelling value of package designs becomes a mer- 
chandising necessity. 


OW can we be sure that the package design we 
select for a particular biscuit or cracker is the best 
that can be obtained for that particular product? 
Are there any set rules by which we can judge the value of 
a package? What measuring stick can we use to de- 
termine the effectiveness of a package? ‘These are only 
a few of the questions asked by manufacturers faced 
with the necessity of selecting a package. ‘Ten years 
ago we would have been forced to say, ‘“There are no 
recognized rules,’ but today experiments in psychologi- 
cal reactions have determined to a large extent the rules 
governing ‘‘eye-appeal’’ in design. 

We know, for instance, that certain colors possess 
greater appeal than others. Going beyond that, today 
we know why certain colors attract attention instantly. 
We know that sight is merely the action of light rays 
upon the eye field and that the colors possessing the 
greatest velocity—those at the red end of the spectrum— 
are capable of greater appeal than those at the blue or 
violet end. We have learned that it is possible to pro- 
duce an illusion of size by using large unbroken sur- 
faces in white, yellow, orange and red. 

As the result of painstaking experiments on the part 
of numerous scientists we have discovered the appli- 
cations of optical illusion to packages. Although it 
is true that the nature of the product, particularly in 
this field, determines the shape of the package it is still 
possible even within the limitations imposed by the 
shape of the product itself, to create a package that will 
give the impression of being ‘‘a lot for the money.”’ 
Certain shapes, such as the rectangular and the oval, 
because of the space they command on the retailer’s 
shelves, possess greater advertising value than the more 





compact shapes. These shapes also provide ample 
space for the trade name and sales message and make it 
possible to use legible types and sizes of lettering. 


NE fundamental rule that must be kept constantly 
in mind in packaging any product is the factor of 
suitability. The package, to be truly representative, 
must be suitable for the product contained. There 
should be some element in the design, shape, lettering 
or color that suggests the dominant characteristic of the 
product. We would hardly expect to find ordinary soda 
crackers in a brilliantly colored, gold-bedecked, embossed 
box. Such a container would have little sales value in a 
merchandising program to sell soda crackers. As we 
all know, a most effective package for these crackers is 
one that suggests the scrupulously clean factory in which 
they are produced, the quality of the essential ingredients 
and one which protects the crackers from moisture and 
temperature changes, thus assuring the purchaser of 
clean, crisp crackers. 

It is also true that as we mount the scale toward 
specialties and unusual biscuits the packages become 
more elaborate. These products are intended for con- 
sumption at social teas, bridge parties and other festive 
occasions, therefore they must be packaged so as to sug- 
gest festivity and appeal to the purchaser in an extrava- 
gant mood. The packages containing this type of bis- 
cuit should suggest daintiness, possess a high degree of 
feminine appeal and present an illusion of luxury and 
opulence. 

The many grades and types in between these two ex- 
treme instances can be handled in a similar manner. 
Decide first upon the predominant characteristic of the 
product, then upon the occasion of its use and the type of 
market to which it must appeal and the possible con- 
ditions under which it must be sold. Having analyzed 
the product, the selection of the container becomes a 
matter of applying these facts to obtain the best results. 


HE package of today is also expected to cooperate 

with the other forms of advertising employed by the 
manufacturer. It should be suitable in size, color and 
shape for reproduction in advertisements if that method 
of sales promotion is employed. The size and shape 
should be large enough to provide an unbroken surface 
upon which the trade name may be displayed in an 
easily-read, poster-like type face or form of lettering. 
In instances where the advertising campaign has cen- 
tered around a catch phrase, such as the Loose-Wiles 
slogan, ‘“The Bakery of a Thousand Windows,” the 
package should be large enough to contain either the 
slogan itself or a design suggesting it. 

The conditions surrounding the retail sale of crackers 
and biscuits necessitates lettering with a high degree 
of legibility or a distinctive design that instantly iden- 
tifies the product even upon shelves and counters crowded 
with competitive packages. To be truly effective the 
package must stand out clearly (Continued on page 58) 





Offset Lithography as Applied 


to Package Decoration 


A Process That Obtains Pleasing Effects in Blended Colors on 
Labels, Wraps and Containers 


By JOHN STARK 
American Tissue Mills 


ODAY we are living in an age of progress. Every 
enn is being bent toward the production and 

reproduction of the unusual. Manufacturers of 
packages and other advertisers demand something 
different. Offset lithography is meeting that demand in 
no uncertain manner. 

During the last few years more praise has been be- 
stowed upon offset lithographed advertising material 
by the layman than was ever anticipated. Previously, 
printed advertising matter was ‘just another piece 
of printing’’ and the ranges and possibilities of the 
direct printing method had become more or less ex- 
hausted. Then the lithographic offset method of repro- 
duction was evolved. People began to sit up and take 
notice. The question was heard on all sides, ‘“‘What 
is this offset process?’ and thus the education of the 
advertising public and those people who look for beauty 
in printed material began. 

Advertisers understand that to reproduce an attractive 
package wrap or a beautiful piece of advertising in 
colors it is not always necessary to use highly coated 
papers with glossy finishes; the offset press with its 
rubber blanket is now able to produce pleasing soft color 
effects in three or four colors on strong durable paper 
with a matte finish which is both acceptable and restful 
to the eye, and the prospective customer for a manu- 
facturer’s products is able to concentrate on the picture 
reproduced for his benefit without any glaring, white, 
glossy surfaced paper to obstruct the vision. 

One of the greatest compliments paid the lithographic 
offset method of reproducing modern advertising is that 
letterpress printers are commencing to use, to a large 
extent, papers for advertising material which are similar 
to that used by offset lithographers, and are also striving 
to reproduce that beautiful soft blending of color— 
the result of the offset method of lithography—in the 
appearance of their finished product. 


INCE “imitation is the sincerest form of flattery,” 

offset lithographers can congratulate themselves 
upon the excellence of their achievements—in fact, the 
offset method of lithographic printing reproduces original 
copy so faithfully that the customer is usually more 
pleased with the finished job than he was with the ar- 
tist’s sketch. 
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It is necessary only for the faithful reproduction of the 
product to supply the offset lithographer with a colored 
photograph which he will reduce or enlarge to the neces- 
sary size, or else an artist’s sketch of the copy. In cases 
where many duplicates are necessary the lithographer 
needs only one original from which he takes the required 
number of transfers he intends to run on one sheet, 
thus eliminating a lot of costly photo engravings or 
process plates. 

The growing popularity of the lithographic offset 
method of reproducing pictures and type for package or 
other advertising purposes is evinced by the fact that, 
while the method is practically in its infancy, thousands 
of offset presses are in daily operation in American and 
other countries, and the offset press manufacturers report 
that they are unable to cope with the tremendous demand 
for this class of machinery. 

What is the answer to all this? It would seem that 
advertisers have found the solution to their problems. 
Offset has individuality, it is pleasant to look at, creates 
interest and, finally, carries conviction. What more 
could the heart of the modern advertising man desire? 

One of the most popular methods of advertising today 
is that of using special inserts in dealers’ catalogs and 
trade magazines such as this publication and other jour- 
nals of a similar nature. Offset lithography is especially 
well suited for the reproduction of this class of advertising, 
and if one cares to take the trouble to investigate it will 
be found that wherever offset lithographed inserts ap- 
pear in any of these catalogs or publications that they 
stand out in striking contrast to the rest of the copy 
and advertising inserts which may appear therein. 

Insofar as packaging is concerned it will be found upon 
investigation that a large percentage of wrappers, labels 
and cardboard containers are being decorated by the 
lithographic offset method. This is the reason for the 
brighter and more attractive appearance of the retail 
stores today, for both the interior of the retail store and the 
window display reflect the beautiful and artistic effects 
obtained by this method of decorating modern packages. 

Offset lithography has been truly termed “‘the some- 
thing different in advertising,’ and it behooves the 
up-to-date manufacturer and dealer to investigate the 
possibilities of this method as an aid to advertising and 
selling his products. 
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HE Hanford Produce Company of Sioux City, 
f jon has been using five Automat wrapping and 

cartoning machines for the past four years with 
highly satisfactory results and has effected large savings 
in the labor cost of preparing butter for the market 
through this adoption of mechanical methods. 

One Type A and four Type F Automat machines are 
employed. With a labor force of 11 girls, this equip- 
ment gets out an average of about 40,000 pounds of 
butter daily at a total direct cost of about $1.51 per 
thousand pounds. The same work formerly required 
a force of 90 girls whose labor cost alone was $6.30 per 
thousand pounds. The present crew, operating five 
Automat machines, is still working at less than the 
maximum possible output but the cost reduction of 
76% is resulting in a net annual saving of more than 
$57,000 per year. The total initial investment of 
$38,250 in the five Automat machines (present day 
prices) is earning a net return of about 150% per year. 

Applying both wet and dry wraps to '/;-pound prints 
and cartoning these prints in l-pound packages, the 
Type F Automat machines have on several occasions 
maintained an hourly average of 1600 lb. or 6400 prints. 
This is more than 106% of the manufacturer’s guaranteed 
output for this type machine. The Type A Automat 
unit, doing the same class of work on 1-pound prints 
exclusively, has done up to 5000 lb. per hour. 

The high quality standards maintained by this com- 
pany on wrapping work are easily met with the Automat 
equipment. Results are considerably better than when 
hand-wrapping and cartoning was used, the machines 
giving a tighter wrap and a neater package. The im- 
mediate results of this are that the company’s product 
presents a markedly better appearance, keeps better 
and is subject to a minimum of shrinkage loss due to 
evaporation. 

Complaints which formerly came in at the average 
rate of one for every twenty orders shipped are now 
practically non-existent. This is taken by the manage- 
ment to indicate that the product as now put up is 
probably giving better satisfaction to customers gen- 
erally, as well as to those who formerly took the trouble 
to express their dissatisfaction in complaints. 

* Survey made by A. C. Nielsen Company, Engineers, in col- 


laboration with and approved by J. W. Schunck, General Manager, 
Hanford Produce Company, Sioux City, Iowa. 


Keonomy in Wrapping and 


Cartoning Butter* 


Five Automat Units and 11 Girls Handle 40,000 Pounds Daily—Equivalent 
Work by Hand Methods Required 90 Girls—Direct Cost Cut 76%— 
Net Saving Is $57,000 a Year 





The small shrinkage loss suffered with the tight wet 
and dry wraps has aided this company materially in 
meeting the strict state laws affecting food products. 
Prints which formerly left the factory with what was 
considered an ample excess-weight allowance have been 
known to lose enough through shrinkage to cause trouble 
with the state authorities. Such troubles were traceable 
in nearly every case to imperfect wrapping and the intro- 
duction of the Automat machines has entirely corrected 
this condition. 


NOTHER feature which the public is coming more 

and more to appreciate and demand is the perfect 
sanitation made possible by mechanical methods. ‘The 
engineer who made this investigation was particularly 
impressed by the thoroughness with which this company 





View of wrapping and cartoning units 


cleans its wrapping and cartoning machines at the end 
of each day’srun. All units were drenched and carefully 
washed down with scalding water and, by making this 
method of cleaning possible, the Automat machines 
have assured the Hanford Company’s customers of a 
more sanitary product that it was formerly possible to 
offer. Butter wrapped and cartoned at this plant under 
present methods is not touched by human hands at any 
point in the process. 


COMPARATIVE WRAPPING AND CARTONING CosTS 


General Data: Present Former 
Method considered................. Mechanical Hand 
Machines: (None formerly) 

Model A Automat on 1-pound 
WU os Pik gies, «bikin bs bod os Make one 
Model F Automat on '!/,4-pound 


(Continued on page 54) 
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Fig. 1. Waxel packages 
present an attractive appearance 
and identify the product 


Identifying Candles by Packaging 


Careful Selection and Application of Wrappers, Labels and Containers to Products 
of Will and Baumer Candle Co., Inc., Aid Distribution and Sales 


OR a long period of time at the beginning of this 
| Pape ae age the intriguing softness of candlelight 

was forgotten. The novelty of the incandescent 
lamp resulted in the almost oblivion of the candle. 
Therefore, the problem facing the manufacturer of 
candles was not only to bring candlelight back into 
fashion but to so present the products that they were 
closely associated with the advertising campaign. 

The Will and Baumer Candle Co., Inc., manufac- 
turers of candles, have waged a long educational cam- 
paign directed toward the revival of the use of candles 
in the home. In order to more closely associate the 
advertising with the products it was wisely decided to 
label and package the candles. With so many varieties 
and qualities of candles already on the market it became 
necessary to evolve a characteristic package that would 
instantly identify the products of the company. 

First, a trade name suggesting the characteristics of 
the product was selected—Waxels. Then the two 
most widely distributed types of candles were given 
trade names for the purpose of identification. The 
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long tapering candles were called Princess; the more 
solid type, Vassar, and labels bearing the trade name 
and the name of the manufacturer were pasted around 
the base of each candle. It frequently happens that 
retailers remove candles from their packages in order 
to arrange displays, so these labels served as a pre- 
ventative against the loss of the identity of the 
product. 

Realizing the importance of light reflection in relation 
to attractiveness the candles were then encased in a 
transparent cellulose wrapper. ‘This wrapper also serves 
as a protection against the possible damage to the surface 
of the candles while on display or from rubbing together 
during shipping. 


OR protection during shipping and in storage on re- 
tailers’ shelves as well as a means of establishing the 
identity of the candles, a sturdy set-up box, decorated in a 
blue all-over design and bearing the name of the manu- 
facturer, the trade and brand names, was selected. ‘This 
box was lined with a sheet of wadding so arranged that 
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all the candles were separated and kept from possible 
breakage. 

Fig. 1 shows the various assortments packaged in 
this manner. As can be seen, the high legibility of the 
lettering on the labels both on the candles and on the 
boxes assures positive identification and the transparent 
wrappings not only enhance the attractiveness of the 
products but enable the prospective customer to select 
the desired color without damaging the products through 
handling. 

Fig. 2 shows some of the novelty candles manu- 
factured by this company. In the background is a 
display container of Vigil lights. This container is 
developed in red, yellow and white on a black back- 
ground and not only provides an excellent display for 
counter use but by the contrast with the yellow wax of 
the lights themselves presents a pleasing color combina- 
tion. Each container holds a dozen lights, each wrapped 
in transparent cellulose and a glass in which they are 
to be burned. By packing a dozen to a container the 
purchase of a dozen instead of a smaller number is 
suggested. 

Holidays suggest novelties even in candles. In the 
background of Fig. 2 is shown an unusual Easter gift. 
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Two egg-shaped candles decorated with Easter bunnies 
and set in small candlesticks are packed in a nest of 
brightly colored paper, covered with a sheet of trans- 
parent cellulose and enclosed in a set-up box covered 
with an Easter paper. In the foreground are decorated 
Christmas candles packed in a holly box. These also 
are wrapped in transparent cellulose and protected by 


wadding. 

A small printed folding carton is used for the 
Tiny Tapers, for birthday cakes. The unusual 

feature of this box is the two small windows on the front 

of the box which enable the purchaser to select the 

desired color without opening the carton. 

As the numerous varieties of church candles sold by 
this company are usually selected by catalog number 
or brand name, the packaging problem in this instance 
is merely one of protection. The candles in 18”, 24” 
and 32” length are first wrapped in a sheet of tissue 
paper, then in wadding and enclosed in fibre tubes. 
These tubes are then packed in wooden shipping cases 
which are stamped with the manufacturer’s name. 
Other varieties of church candles are packed in 6-set 
or pound cartons. (Continued on page 58) 


Fig. 2. Display container and fancy boxes increase saleability of novelty candles 





American vs. Foreign Sources of 


Packing 


Materials 


Extent of International Competition Depends on Future Tariff Policies and Trend 
Toward Uniform Grading or Standardization of Quality 


By WALDON FAWCETT 


F there is one field, more than another, where the 

saying holds good that ‘‘art is international’’ it is 

in the realm of packaging. American packaging 
industries have, in their fast development pace of the 
past few years, lost no opportunity to draw upon the 
resources of the entire world for the effective dressing of 
goods. Not only have the richest attainments in foreign 
package design been transplanted and adapted to Ameri- 
can needs, even as Yankee package novelties were making 
conquests overseas, but there has come about a broad 
interchange of packaging materials. 

This disposition on the part of the alert package-maker 
and package-user to scour the world for innovations is a 
trend that is well worthy of close study at this juncture, 
for the sake of its ultimate competitive influence. On 
the face of the thing, one sees only the beneficial effect of 
a broadening of package-culture and a quickening of the 
package-conscience. The more cosmopolitan and the 
less provincial is packaging in the United States the 
stronger its appeal and the richer the rewards of the 
trail-blazer. So much for the sentimental side. But 
there is also to be considered the international race be- 
tween packaging materials. 

All American packers can, presumably, bear witness 
to the benefits of international competition on packaging 
materials in so far as it acts as a spur to invention and 
discovery. Were it not for this long-range rivalry we 
would not have at our disposal today the wealth of 
beautiful and durable package materials. Nor, perhaps, 
would packagedom know the variety of ingenious adap- 
tations to which the elastic packaging mediums have 
been put. But alongside this international contest in 
artistry jand utility there has developed a grim battle of 
commodities in terms of price and service that means, 
henceforth, a sharper struggle for the packer’s dollar. 
Furthermore, this latter-day maneuvering is not confined 
to the eternal tussle between supply houses in the same 
line. On top of that, we have a new vision of intercom- 
modity competition, in which the exponents of one type 
of packaging material are intent upon bringing about 
its substitution for other species of packaging materials. 


OMETHING of this quickened international rivalry 
must have been apparent to every bystander. 
Emphasis has been added, though, by various bits of 
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current history. Post-war readjustments, for one thing, 
have opened the doors for new deals, internationally 
speaking. The recent rise in Europe of cartels or in- 
dustrial combinations, no longer confined to firms in one 
country, is a case in point. Most significant, however, 
are the consequences of the tariff rearrangements on 
which the whole world is engaged. Coming close to 
home, we find in the U. S. Tariff revision of 1929, the 
means of the fullest disclosure yet made of the extent to 
which packaging materials from different sources are now 
competing with one another. 

One effect of the international bidding for American 
package requirements is to lighten the emphasis on 
differences in the cost of the raw materials entering into 
packages and to stress the significance of differences in 
labor costs. For example, figures have recently been 
compiled which show graphically that the labor cost is 
the preponderate item in the production of set-up paper 
boxes. ‘This is due to the fact that the fabrication of a 
set-up paper box, involving the joining together of paper 
and paper board, does not lend itself readily to the use 
of automatic machinery. 

In the United States fully 90 per cent of those engaged 
in the fabrication of paper boxes are women. But, even 
so, there is a considerable gap between labor costs in the 
United States and the prevailing wage at the foreign 
seats of paper box production—Great Britain, Germany, 
France, and, finally, Japan, from which last-mentioned 
country insistent bids have recently come for American 
paper box business. Actual comparisons of prices are 
difficult to make because the paper-box industry has so 
little to sell that is staple. As Walter E. Trum recently 
remarked, of the box manufacturers: ‘We are just like 
a custom tailor. We take the measure of a customer’s 


_ Tequirements and make a carton to suit.” 


NE effect of the injection, at alien hands, of price 
competition has been to redouble the effort for the 
education of American package purchasers to higher 
standards of quality. A studied effort is also being 
made to convince American packers that there is no type 
of stiff or solid paper box—not excepting the most elabo- 
rate containers for candy, jewelry and cosmetics—which 
cannot be satisfactorily produced in the United States. 
Indeed, the National Paper Box Manufacturers’ Associ- 
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ation, in a communication recently sent to members of 
Congress, asserted that the paper boxes which are im- 
ported embody, for the most part, no new, novel, or added 
utilitarian features but merely duplicate in size, shape 
and style boxes of American origin. 

That an even sharper rivalry is presaged between the 
Old World and the New in outfitting American packers 
is predicted by some persons in close touch with the litho- 
graphic industry. Prior to the World War American 
lithographers had commenced to overhaul their German 
competitors not only in quality but also in prices, thanks 
to the use of offset presses. This type of mechanism 
which prints from a rubber blanket is not only capable of 
faster operation, multiplying by many times the capacity 
of the individual machine, but renders it feasible to use 
stock other than the coated papers which were used so 
largely for fine work prior to the introduction of the offset. 

During the World War and early post-war period, 
hundreds of the offset presses were installed in litho- 
graphic plants in the United States—all qualified to 
handle paper with an unfinished or rough surface and 
therefore having wider capabilities for package uses. 
Meanwhile, an important parallel economy was attained 
by the invention and development of the photographic 
processes and machinery for the reproduction of original 
designs and the manufacture of the large press plates so 
essential for frugal quantity production. This latter 
revolution released the American lithographic industry 
from a form of bondage by allowing substitution of zinc 
or aluminum plates for the lithographic stone which, in 
most instances, had to be imported from Bavaria or other 
continental sources. 


A spurt in mechanical invention, and the stimulus to 
consumption that has attended the package era 
in the United States, has enabled American lithographers 
to entrench themselves with perfectly equipped and 
economical plants well qualified to meet the exacting and 
ever-changing demands of firms that require pictorial 
appeal and advertising value in their packages. At the 
same time it is recognized in well-informed circles that 
a period of tenser competition is coming. German lithog- 
raphers have been gradually beating back since the 
war. Latterly, they have undertaken to match their 
American rivals in machinery installations that will 
increase speed, reduce the number of colors, etc. In 
short, with Germany operating today 439 offset presses 
where, before the war, she had but 8 such presses, there 
is assurance that American package printers will have 
ample incentive to maintain a lively gait in order to keep 
at the head of the international procession. 

Startling as is the idea, no less an authority than 
George R. Meyercord of Chicago is responsible for the 
theory that air transportation will play its part in a 
shake-up of packaging conditions. Mr. Meyercord was 
discussing the fact that foreign competition has, up to 
now, played very little part in that specialty branch of 
the lithographic industry which supplies decalcomanias 
for transferring trade marks, trade names, etc., the reason 
being that the necessity for quick deliveries and frequent 
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contacts with customers has given domestic outfitters a 
tremendous advantage. ‘But certainly,’’ he mused, 
“delivery conditions will change in the case of small con- 
signments. Air transportation will soon bring Germany 
as near the customer as the American manufacturer is 
today.” 

If there be anything in the adage that competition— 
long-range as well as short-range competition—is the life 
of trade, there is an interesting and stimulating situation 
in the industries devoted to the production of wax, glass- 
ine and greaseproof papers and similar essentials of per- 
fected packaging. This branch of the package supply 
industry is about twenty-four years old and the progress 
that has been made is an eloquent tribute to what may 
be accomplished by the development of special machin- 
ery, coupled with the evolution of special grades and 
qualities of pulp, adapted to a specific need. 


HILE users of impervious package papers in the 
United States have long drawn a portion of their 
supplies from foreign sources, it is claimed by Birn & 
Wachenheim of New York that in the case of greaseproof 
and moisture-proof wrapping material in sheets, such as 
Fenestra, Transpirit, etc., there exists lately a tariff dif- 
ferential which renders it impossible for foreign special- 
ties to compete on an even basis with domestic equiva- 
lents. ‘The New York firm has filed a protest at Wash- 
ington on this score. Formerly, the wrapping materials 
of this class were classified with gelatin sheets and were 
admitted to this country from abroad on payment of a 
duty of 25 per cent. Lately, the U. S. Customs Court 
has decided that the sheets rank as a compound of cellu- 
lose and must pay an entrance fee equal to 60 per cent 
of their value. : 

The incident just cited—which has occurred, by the 
by, in the mist of long-term contracts for cellulose wrap- 
pings for meats, fruits, candy and bakery products— 
illustrates that it is not only at the time of a periodical 
tariff revision that the international competition balance 
may be upset! An official ruling or a customs court de- 
cision may come, out of a clear sky, to mark delivered 
prices up or down. Just at the moment, certain sections 
of the package industries are mightily concerned as to 
whether our new tariff will take due cognizance of latter- 
day refinements in protective packaging papers. As 
matters stand, Uncle Sam has been wont to lump all 
glassine, greaseproof and imitation parchment papers. 
An earnest body ef reformers holds that special differ- 
entials should apply when such papers of foreign origin 
have undergone extra processes whereby they are coated, 
printed, embossed or decorated. Similarly, the Ameri- 
can manufacturers of vegetable parchment are urging 
that when it comes to handicapping for international 
competition, the vegetable parchments, which are double 
process papers, should not be grouped with one process 
papers such as the greaseproof, glassine and wax grades. 


ROM the hints dropped, it is evident that the fate of 
international competition in packaging supplies 
hangs in no small degree (Continued on page 54) 









Lithographed wraps in colorful combinations enhance appeal of these candy boxes 


Keeping Candy Packages New 


Consistent Use of Decorative Boxes and Wraps a Large Contributing Factor in 
Successful Distribution of Kibbe Brothers Confections 


far cry, it may be said, from the old-fashioned 

“pep’mint’”’ stick of candy to present-day con- 

fections in their grandest array of shapes and 
flavors. Likewise we find a similar span in methods of 
packaging candy—a development from the simplest 
forms which merely protected the goods to the modern 
candy box that is resplendent in decorative art and de- 
sign. Distribution methods, too, have changed since 
those early days. 

Among the oldest manufacturers of candy in this 
country, Kibbe Brothers of Springfield, Mass., traces 
its beginning back to 1843 when George and Horace 
Kibbe started with their modest equipment consisting 
of a coal furnace, one or two kettles, dippers, some flavor- 
ing extracts and a few barrels of sugar. Although candy 
in those days was of the simplest form and limited to stick 
candy, peppermint and the like, a demand for Kibbe’s 
products grew and it was not long before their distri- 
bution spread beyond the limits of Springfield. To 
accommodate this growing trade, a special coach—the 
body painted maroon and the wheels yellow—was built, 
and this, drawn by four white horses, made regular trips 
through the territory. Subsequently, seven other similar 
wagons were added. This was the beginning of the 
Kibbe distribution which today, sans the white horses 
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and coach, is handled locally by a fleet of motor trucks 
and by jobbers in every state as well as in Panama, 
Central America, the Philippines and South Africa. 


keeping with their advances in methods of candy 

manufacture and distribution, Kibbe Brothers have 
also adopted modern methods in packaging and their 
consistent use of outstanding decorative boxes and 
wraps is admittedly one of the contributing factors in 
the popularity of their confections. With this firm a 
number is never permitted to become dormant and while 
there are certain standard and staple packages that re- 
main in the line and are consistent sellers, there is a 
continual development in the selection and design of new 
wraps and boxes. In the choice of linings, too, and 
other accoutrements of the boxes, such as lace paper, 
inserts and the like, the company follows a policy 
of securing effective and artistic materials which will 
be in keeping with the design and decoration of the 
boxes. 

All of the set-up boxes used by the company are made 
by machines in the factory at Springfield which also 
maintains a complete printing plant for the preparation 
of many of the wraps, inserts and other printed material. 
Likewise the company maintains its own design depart- 








June, 1929 





Floral and poster ideas are effectively shown in color 


ment for the planning of box tops, wraps, display con- 
tainers and window displays. 

In the packaging work at the Kibbe plant the custo- 
mary operations are followed, handwork being standard 
for the filling of the chocolate and bon bon boxes while 
automatic wrapping machines are used for caramels, 
taffy and certain bar goods. 


[* the accompanying illustrations are shown some of 


the packages which are used by the company. Re- 
produced in black and white, it is impossible, of course, 
to convey an idea of the colors that are shown in the 
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CHRISTMAS 


actual containers. The group at the top of the first 
page of the article is particularly attractive and conveys 
the impression desired, that of unusual confections in 
each of the boxes shown. These wraps are of many 
colors, lithographed and in gold, and two are printed on 
embossed papers. On the Ensemble box the floral 
grouping is effectively brought out by the use of bright 
colors which are also used on the Tally-Ho box that 
follows an effective poster design. The display cartons 
shown emphasize a definite tie-up between the individual 
packages or wraps and the containers, both as to color 
and design. As may be seen (Continued on page 54) 


CANDY 





Bar goods are shown in transparent wraps and attractive displays 





Inspecting and grading dates insures uniformity of brands 


Packaging Dates in California 


Valley Packing Association Markets Locally-Grown Delicacy in Protected Cartons 
and Glass Containers 


By HERBERT O. WARREN 


SK the average person where the world’s best 
A dates come from. Nine out of ten will claim that 

the dates from the Orient are the finest pro- 
curable—which is a misstatement, for the best dates 
are produced in Southern California, under climate 
conditions which equal, and even surpass, those of the 
Orient. 

Dates have been a prized food delicacy from the time 
of Babylon and the Pharaohs. Nursed by the sun’s 
intense rays, they have been the sole survivors in the 
vegetable kingdom for over forty centuries. Of un- 
equaled food value, dates have been found to be nature’s 
most complete and balanced food—pure, safe and fur- 
nishing nourishment. 

The date growers of California have made more prog- 
ress with this infant industry—the first trees were 
planted to imported offshoots in 1901—than the Old 
World has made in many centuries. This is particularly 
true in sanitation methods, packing and marketing. 
The development of packing and marketing of dates in 
this country is largely due to the men behind the Valley 
Packing Association, located at. Monrovia, California, 
18 miles from Los Angeles. 

The building is unique in the way of packing houses, 
being constructed of hollow tile, 142 ft. by 20 ft. in 
dimension, or practically 10,000 ft. of floor space without 
a single obstructing post or partition. The building is 
absolutely insect-proof and is lighted from both top and 
sides. 
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RUIT is delivered to the packing house platform by 

truck during the night in the original picking con- 
tainers, which for soft fruit are generally small one-layer 
berry boxes placed in trays,’’ said R. H. Postlethwaite, 
president of the concern. ‘‘At the platform the dates 
are received and checked in as between growers, but 
thereafter they lose their identity. 

“This receiving platform is connected with the main 
packing floor by a large, double-end tank, vacuum re- 
frigerator. All fruit, without exception, goes into the 
packing house proper through this fumigator. A dry 
air pump reduces the air pressure in the refrigerator to a 
vacuum showing over 28'/2 in. of mercury, then carbon 
bisulphide is injected into the tank and allowed to re- 
main 1'/, hours. The air pump then takes out the bi- 
sulphide and draws fresh air into the fumigator. The 
dates are then sent into the packing house.” 

Such thoroughness in sanitation methods has gone a 
long way toward establishing the success of the Cali- 
fornia-grown date. This special fumigator not only 
kills any insects that might be on the fruit, but it also 
kills unseen germs. 

Several grades of dates are developed by the Valley 
Packing Association, each sold as a separate brand. 
The various grades are selected at the grading table. 
The first slogan of the date packer is cleanliness, and 
this is insured by keeping the dates individual and 
separate until after cleaning and sterilizing. 

“After the soft varieties are cleaned and graded,’ 
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continued Mr. Postlethwaite, ‘‘they are carefully placed 
in single layers on large trays. These trays are placed 
on pedestals and taken to our cabinet dehydrator by 
lift truck. ‘This dehydrator is of an improved com- 
mercial design, and has worked out very satisfactorily. 

“As the moisture content of all soft dates varies greatly 
according to maturity, size and variety, it has been 
necessary to experiment a great deal to discover the 
most effective treatment. At the present time, a 
laboratory vacuum dryer verifies the original moisture 
content of the date, which may vary from 12 to 48 per 
cent, before the trays are ready for the dehydrator. 


" IRM fruit, or the sugar cane dates such as the 

famous ‘Deglet Noor,’ is dry cleaned. A revolving 
cylinder lined with brushes through which a fan draws 
a heavy current of air being utilized for this purpose. 
This current never allows the dirt or dust to get into the 
brushes, and it is sufficiently strong to blow out trash 
and even under-weight dates through to a discharge 
pipe outside the building. 

“After the fruit goes through this cleaner it passes out 
on grading boards similar to those used for soft dates. 
In fact, the two grading lines are nearly alike. At the 
end of the table, the sorted-over dates pass into recep- 
tacles and are ready for the process or ripening rooms. 
During the past few years it has been found that process- 
ing or artificial maturation is not sufficient treatment to 
insure the keeping quality of the semi-firm dates, so we 
have, therefore, adopted a policy of heat sterilization for 
this type of fruit, as well as for the soft fruit. This is 
done in the process rooms. Dates so cured really become 
invert sugar dates because of the heat to which they are 
subjected, and when properly cured they are removed 
from the process rooms to be graded again and sent to the 
packing table. 

“We handle the fruit of several large growers in the 
Coachella Valley and many varieties of dates are sent in. 
For this reason our processing and packing is far more 
difficult to take care of than in houses specializing in only 
one kind. A small tonnage of dry or bread dates is 
taken in our plant but so far they have been handled 
in bulk. 

‘Twenty or more girls sit at a long table turning out 
carton packs of dates. In packing one of our par- 











Graded fruit is packed in various types of containers 








Transparent wrappers add to attractiveness of packages 





ticularly fancy brands, the girls are given the lower half 
of the carton which they line with two pieces of aluminum 
foil. Each girl takes care in bringing the pack up to 
weight, having her own scale for this purpose. As she 
is working ‘piece work’ she places her check in the box 
when finished, places it on a belt conveyor which carries 
it down to the inspector stationed at the end of the table 
and then starts another box. 


“FINHE inspector looks the pack over, weighs it again 

and records the carton for its packer and then 
returns it to the sealer. Here a girl takes the packed 
carton and seals the entire package in a transparent 
cellulose wrap. Extreme care is taken in sealing the 
packages tightly, and in some cases the cartons are 
dipped into paraffin wax where the sealing fold comes. 
When the buyer slips off the cover of the package the 
face of the pack is disclosed through the Cellophane 
covering.”’ 

Of the several packs put out by this company, one is of 
especial interest. This is a glass tumbler pack for soft 
dates, and is one of the most popular forms at the 
present time. The dates for this glass pack are not de- 
hydrated, but carry practically all of their natural 
juices. They are capped under vacuum and sterilized 
in a steam box. A temperature of 212 deg. is main- 
tained in this steam box, which is sufficient to insure the 
center of the pack to become heated to at least’ 165 
deg., thus sterilizing the date but not allowing it to 
reach the caramelizing point. 

This attractive glass pack supplies the customer with a 
luscious soft date suitable for (Continued on page 56) 












Why Colors Fade in the Designs 


on Flour Containers—-Il* 


Long Storage and Poor Ventilation Encourage Bacteriological Growth— 
Perspiration Marks Also Aid Diminishing of Shades 


By GEORGE RICE 


HE fading of the colors of prints and designs of 
pf ew containers frequently is due to bacterio- 

logical action. The contents of the packages 
tend to attract living organisms unless precautions are 
taken to prevent their invasion. Modern methods of 
putting up foodstuffs are protective under normal con- 
ditions, but become ineffective when the goods are 
stored too long in damp places or where ventilation is 
poor. We have seen a faded condition brought about 
in the colors on flour packages by the inroads of germ 
colonies after the packages have been kept a long time 
in a well-lighted but poorly aired show window. 

The parasites which compose the invading armies of 
practically invisible organisms may not even touch the 
flour inside the containers, for they can thrive on the 
starches, sizings and chemical compounds of which the 
colors are made. Sometimes the colors fade in patches 
and again quite evenly throughout all of the design. 
The storekeeper may attribute the lack of fastness of 
the colors to inferior inks, water.colors, dyes or stains 
when the real cause is bacteria activity. 

The culture of micro-organisms can be prevented by 
keeping objects which they infest in air-tight places, 
but this cannot be done with flour containers which have 
to be kept in the open like most merchandise. But the 
packages can be kept in dry and ventilated places except 
perhaps when they aréishipped for export, in which case 
the necessity of storing them in damp holds of ships may 
be productive of a germ base unless efficient antiseptics 
are used. 


HLORIDE of zinc and chloride of magnesium are 
powerful antiseptics in checking the development of 

the type of mildew, mold and rust germs that thrive 
on the materials of which the majority of colors are 
made. Developments are speedy when the bacilli and 
the minute spore reach out over a considerable area 
of colored matter and reduce its brightness in a few days 
by consuming its base substance. And yet all this germ 
life is absolutely invisible to the eye without the aid of a 
powerful glass. Hence beautifully colored effects on 
packages may lose their lustre in a few weeks’ period of 
action by the organisms. We have seen live steam in- 
troduced into compartments containing packages, which 


* The first installment of this article appeared in the May issue. 
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were presumably losing the color of their designs through 
the action of germs, in hopes that the steam would 
destroy all germ life. It was a useless attempt. It 
has long since been proved that the average bacilli can 
stand not only very high temperatures but also freezing 
ones. Strong sunlight is the effective remedy, for it 
dries the spore and causes havoc among the germs that 
have gotten well along in the cycle of life and most of 
them will succumb under its influence. On the other 
hand, strong sunlight will cause a partial or entire oxi- 
dation of the color on the packages and produce a 
change in its appearance. A good circulation of air and 
the employment of antiseptics, if the packages are going 
to be left in one place very long, usually are effective 
remedies against bacteriological action. Packages left 
on shelves or in display windows a reasonable length of 
time seldom become affected externally or internally by 
germ life. 


ANY a fine color which has been painted, sten- 
ciled, printed, sprayed or otherwise put into a 
design on a flour package has been diminished in force 
by perspiration marks left there by some one handling 
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the package. The fading effects of the ammonium 
carbonates that exude through the pores of the skin of 
the fingers of everyone do not make any immediate im- 
pression on the colors. The yellowing effect of some 
colors and the loss of glow of others may not materialize 
for some weeks. But merchants who sell foodstuffs, 
jewelry and fine silks know how (Continued on page 64) 





Selecting the Tin Container 


The Principles of Scientific Merchandising Applied to Lithographed Containers 
Result in Added Display Value, and Increased Sales. 


By EDMUND HOFFMAN, JR. 


American Can Company. 


N years gone by packaging was an exceedingly 
I simple problem for the manufacturer. His con- 
tainer to be successful needed to meet but one 
requirement, that of utility. His product was shipped to 
the dealer in bulk and dispensed over the counter in small 
units in bags, bottles, boxes or other nondescript con- 
tainers and without brand name. Entering later the era 
of the consumer unit package the manufacturer found 
his container problem changed only to the extent that 
the package needed to display as impressively as possible 
the brand name of the product, otherwise, the container 
problem consisted only of securing a suitable medium for 
placing the product in the hands of the consumer in good 
condition. 
But what a change has 
been wrought in recent 
years through the devel- 








opment of a very definite sales science and the intensity 
of competition for the consumer’s dollar! Let us see how 
this change has affected the manufacturer’s container 
problem. First of all, we have all seen, as recently as 
within the last decade, a tremendous increase in con- 
sumer packages both as to commodities packed and as 
to brands of a given commodity. We have witnessed the 
almost complete disappearance of the bulk method of 
distribution. ‘Today we find even such a product as 
building lumber not only branded but packaged. And in 
this new packaging era the manufacturer finds his con- 
tainer problem no longer a thing of simple solution. If 
he is forward thinking and an alert merchandiser, he 
recognizes that the choice of a container is a vitally 
important matter to the sales success of his product and 
that he alone is not qualified to decide the many ques- 
tions pertaining to package style and design. He has 


Beauty, convenience and durability in lithographed tin boudoir packages 
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learned, perhaps through experience, that he needs the 
advice of an expert container man, an expert artist, an 
advertising expert, a color psychologist, an experienced 
merchandiser, an engineer and a chemist. He has learned 
that the combined experience of such a group of experts 
will assure him of a package that will successfully meet 
the exacting competitive conditions of the modern sales 
science. 

Realizing the commodity producer’s need of such an 
expert service, the leading and more progressive con- 
tainer manufacturers not only direct attention to this 
need but satisfy it as a part of their regular service by 
including in their organization ex- 
perts from every field that may 
have bearing on the package style 
and design, enabling them to 
render a complete and scientific 
analysis of any container problem. 

Nor does this problem exist for 
the manufacturer solely in con- 
nection with proposed new pack- 
ages. You will find on any retail 
merchant’s shelves many pack- 
ages which have remained un- 
changed for years 
and looking as 
much out of place 
with their modern 
neighbors asa 


1910 model automobile on Fifth Ave. Why do manu- 
facturers keep these old packages unchanged? Why do 
they not modernize them? The common reason is a fear 
that if the package was changed the consumer would 
not recognize it in its new form; that sales might decrease. 
Bound by this fear many manufacturers have stood by 
their old packages while modern competitors have come 
into the field and gained a large share of the consumer’s 
business. Of course, the good will value of a long estab- 
lished and favorably known trade name should not be 


Modern Packaging 


sacrificed and need not in any way be jeopardized in 
modernizing an old package. In most cases a package 
can be redesigned and modernized in such a way that 
even in its new and more beautiful dress the consuming 
public will readily recognize it as the brand that they 
have known for so many years. And, too, the manu- 
facturer who is clinging to his out-of-date package should 
remember that there is an ever rising new generation of 
consumers to whom this package must appeal if he is to 
keep pace with his competitors and secure his share of 
the consumer business. 


O, today, the manufacturer finds 

that his container instead of serving 
the mere utility of a carrier must satisfy 
an almost infinite number of exacting 
demands of the new sales science if it is 
to be successful in modern competition. 
The whole situation must be thoroughly 
analyzed from the conception of the 
product to be packed to the use of the 
product in the consumer’s hands. Such 
analysis will embrace consideration of 
many factors, principal among which are 
the following: 

Purpose of the product: What is the 
exact pur- 
pose of the 
product it- 
self? Is it 
a new com- 
modity or 
is it to be 


Dignity and delicacy is expressed 
in these lithographed metal boxes 


presented to the public for a new use, or is it to be com- 
petitive with similar products already established on the 
market? 

Distribution: Will the distribution of the product be 
confined to certain sections or will it be distributed 
nationally ? 

Sales medium: Will the product be sold exclusively 
through grocery stores, drug stores, hardware stores or 
specialty shops, or will the outlets be varied? Will such 
outlets be reached direct by the manufacturer or will 
they be sold through the medium of a jobber? 
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Class of trade sought: Is the product intended to sell 
o all classes of people or is it such as to appeal only to a 
imited class? This factor will have an important bearing 
mn the container style and design. 

With the above general factors thoroughly analyzed, 
the details of the container style and design can be con- 
sidered and many natural questions will suggest them- 
selves. 

Style of container: The choice of the style of container 
to be adopted is vitally important. Convenience to the 
consumer must be considered; also his preferences and 
prejudices. The manufacturer must also consider in 
this connection the method of filling and closing the con- 
tainer, which should be so designed that these operations 
can be handled speedily and economically. Consideration 
must also be given at this point to the shelf, window, 
counter and general display value of the container style. 

Size: In most cases the size of the container is deter- 
mined by established trade standards and packing units. 
But actual capacity and apparent capacity are quite 
different and a package may be made to appear to hold 
much more than its actual content. It is human nature 
for the consumer to want as much as possible for his 
dollar and, other factors 
being equal, the larger 
the package appears in 
contrast with its competi- 






























RUOMATO PASTE J 









Lithographed cans for processed foods 


51 





tors the better are its chances of sales success. It is a 
well known fact that people buy almost solely on eye 
judgment and rarely pay any attention to weights or 
contents marked on the container. The principal excep- 
tion to the foregoing is the luxury class product where on 
the theory that ‘“‘good things come in small packages’ 
the sales appeal of a container may be enhanced by 
making it appear smaller than it actually is. Witness, for 
example, the success achieved by several candy manu- 
facturers in marketing two dollar a pound chocolates in 
a small diameter three-layer box as against the estab- 
lished practice of a one-layer box of large diameter. 
Although both packages contain exactly one pound of 
chocolates, the small diameter box gives the appearance 
of having about half the content of the box of larger 
base. The very fact that the container appears to give 
very little confection in return for the two dollar pur- 
chase price creates in the consumer’s mind the im- 
pression of unusual quality and value in the product. 


Design and color treatment: With the style and size 
of the container determined, the design and color treat- 
ment are the next factors for consideration and all that 
may have been gained through most careful analysis of 
the preceding factors may be 
irrevocably lost through the choice 
of an inappropriate design or an . 
improper color combination. Here 
is the manu- 
facturer’s di- 
rect point of 
contact with 
the consuming 
public, his op- 
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portunity to appeal to the buyer’s eye and to create in 
the prospective purchaser’s mind the all-necessary desire 
of possession. And yet this very vital factor of design is 
frequently passed over lightly by the manufacturer. His 
sole idea being to get his product on the market as 
quickly as possible, he approves the first available design 
in which he finds no apparent faults: a purely negative 
choice which is sure to bring negative sales results or at 
best seriously handicap the sales progress of the product. 


N choosing the type of design the following 

questions must be considered and the answer to each 
determined logically in relation to the contributing 
market factors previously mentioned. What idea is the 
design to express? Is it to harmonize with other items 
in the line becoming one of a family group or is it to 
stand entirely apart in contrast? Is the design to be 
simple or or- 
nate; or is the 
container of a 
nature best 
adapted for 
lettering only 
onaground of 
solid color? 
Shall the de- 
sign be con- 
ventional or 
pictorial? If conven- 
tional, should it be formal 
or fanciful? If pictorial, 
shall it feature human 
illustration? Children? 
Portrait? Animals? 
Birds? Flowers? Archi- 
tecture? Mural? Sculp- 
Scenic? Historic? 
Geographic? Is the effect 
of the design to be bril- 
liant or sombre? Are the 
effects to be striking con- 
trasts or soft harmony? 
What should be the pre- 
dominating color or col- 
ors? The colors used must first of all be in keeping with 
the design motif. Many an otherwise good design is 
weakened or made entirely ineffective by inept color 
treatment due usually to a lack of knowledge of the 
meanings of various colors and human psychological 
reaction to different shades and tone values. The pack- 
age color scheme must also be planned so as to have 
distinctive display value and at the same time to be such 
that it will be in keeping with its surroundings at the 
point of ultimate use in the home. 

An additional factor to be considered in connection 
with the container design is the style of lettering or type 
matter to be used. The style of letter selected should be 
in harmony with the type of design used, should be 
distinctive, and above all else, readily legible. A proper 


ture? 


Types of lithographed 
confectionery containers assuring 
freshness of product 
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size balance and relationship between words or lines to 
be featured and those of lesser importance is essential. 
Poor typography will vitally weaken any design. The 
use of a distinctive style of lettering for featuring a 
product’s trade name is usually desirable and a decided 
sales help. 

Thorough study and analysis of a packaging problem 
step by step along the lines suggested above will surely 
produce a better package than is possible by mere guess- 
ing—a container that will definitely assist in creating 
sales and building good will. The necessary technical 
knowledge for accurately determining the many factors 
involved is readily available and no manufacturer should 
attempt to package a new item without assuring himself 
that he has secured the best expert advice obtainable. 
And above all else he should under no circumstances 
permit himself to be hurried into placing the new product 

on the market to the 
detriment of a proper 
solution of his con- 
tainer problem. To do 
so is to rob the product 
of its rightful sales op- 
portunity. Far better 
to take ample time at 
the outset to insure the 
securing of the best and 
most suitable container, 
building on a rock 
foundation that will 
stand the test of time. 
What if a few extra 
days or 

weeks spent 

on package 
development 

do mean 

sales lost to 

a competi- 

tor? The 
ultimate 

gain of a sci- 
entifically 
designed 

container will repay the slight initial competitive loss 

many times over. 

What of your present containers? Put each of your 
packages under the microscope of the modern sales science 
and determine definitely whether they can be improved 
in type, design or color. You may find that a study of 
your packages will reveal weaknesses that should be 
corrected or may bring to light an opportunity for 
improvement that may mean greatly increased sales. 

The lithographed tin container, carrying daily into 
millions of homes its guarantee of delivering your product 
fresh, clean and in convenient form, continues to promote 
consumer good-will for the manufacturer with the vision 
to see the greater sales value in marketing his product in 
the best container to be had. 
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Economy in Wrapping and Cartoning 
Butter 


(Continued from page 39) 


Operating Schedule: 
Hours per day : 8 
Days per year e 300 
Average daily output of butter: 
Total of !/, and 1-lb. prints 40,000 Ib. 
Labor requirements: 
Girl wrappers or operators 90 
Man doing general utility work 
(half-time) 


Former Labor Costs: 
90 girls for 2400 hr. a year at $0.35/hr 


40,000 Ib. 


$75,600.00 


Present Costs—Labor and Mechanical 

Equipment: 

Fixed charges on machines: 
Depreciation $38,250 + 6-hr. life. . 

Average interest at 6%: 
7/6X $38,250 X 0.06/2 

General repairs and maintenance: 
Allowance (25% above maximum to 


$6375.00 
1338.75 


150.00 
Fixed charge total............ $7863.75 
Power: 

Estimate based on motor ratings at 
75% load and 75% efficiency— 
10,800 kilowatt-hours per year at 
$0.02 

Labor: 

11 girls for 2400 hr./yr. at $0.35/hr.. 

1 man for 1200 hr. (half-time) at 
Raikes <a oc be ese anses 


216.00 
9240.00 


Total present cost $18,159.75 
Net Savings Effected by Mechanical Methods: 


Per year (difference above) 
Cast MARIA, co cc. 5 «+309 pales eee 
Per M lb. butter—$57,400.25 + 12,000 M lb..... $ 
Net return on equipment investment 150% 


$57,440.25 
4.79 


Labeling Hard Candy 


ANUFACTURERS of hard candy have been warned 
by the Food, Drug and Insecticide Administration 
of the United States Department of Agriculture against 
the use of false statements on their labels as to the con- 
tent of fruit, fruit juices or fruit flavor in their product. 
A notice urging immediate revision of faulty labels to 
comply with the requirements of the Food and Drugs 
Act has just been sent to makers of this type of candy. 
The provisions of the law regarding labels, say the 
food and drug officials, are plain: they should bear no 
representations that are false, misleading or deceptive 
in any particular; names or pictorial designs of fruit 
should be used only when that fruit, or its juice, is 
present in sufficient quantities to characterize the article. 
Otherwise, they say, if the candy contains merely fruit 
flavor, even though derived exclusively from the fruit 
named, the name of the fruit should be used only if 
qualified by the word ‘‘flavor’’ and without pictorial 
designs of fruit. An exception is made as to flavors de- 
rived from the oils of citrous fruits. No objection is 
made to the name ‘“‘Lemon Drops,’’ or similar names, pro- 
vided the labels bear no pictorial designs and no repre- 
sentations are made indicating an actual content of fruit 
or fruit juice. 
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Harmless acids added to fruit-type hard candies to 
enhance their fruity characteristics, according to the 
notice, are also to be declared on the label. Finally, 
the presence of synthetic flavors and artificial colors in 
the candy must be designated with the word “Imitation” 
in type of the same size and prominence as the fruit 
name, in direct conjunction with it, and with the words 
“artificially flavored and colored” conspicuously dis- 
played upon the label. 


Weighing and Measuring Specifications 


*“CNPECIFICATIONS and Tolerances for Commercial 
Weighing and Measuring Devices’ is the title of a 
handbook issued by the National Bureau of Standards, 
Department of Commerce. The principal object of 
this handbook is to present in convenient form for han- 
dling and reference the specifications and tolerances 
recommended by the Bureau for those classes of devices 
which are customarily examined by state and local weights 
and measures officials. While primarily prepared for 
those officials and manufacturers of weighing and measur- 
ing devices, it is believed that interest in the material 
presented is not confined to these groups but that the 
book will be of assistance also to users of such equipment. 
Chapters of particular interest to package users relate 
to milk bottles, lubricating oil bottles, liquid measuring 
devices, grease measuring devices and dry capacity 
measures. 


ANNED fishery products and by-products of the 

United States and Alaska recorded the highest out- 

put in their history last year, reaching a grand value of 

$110,752,811, it was reported by the Fisheries Bureau, 

in a statement made public recently by the Department 
of Commerce. 


Keeping Candy Packages New 


(Continued from page 45) in all of these, transparent 
wraps are used so that the customer is able to view the 
purchase and at the same time protection of the goods 
is assured. In the Christmas candy box shown in this 
group a reproduction of the confection in actual colors is 
used as the decorative feature of the box wrap. 


American vs. Foreign Packaging Materials 


(Continued from page 43) upon the future tariff policies of 
this and other nations. ‘There are other elements com- 
ing, also, into the competitive picture that render it more 
and more a guessing game. Conspicuous among these 
influences is the trend toward uniform grading or stand- 
ardization of quality in materials. An example of the 
strategy that is unfolding is seen in the plea of the 
American Wax Paper Association that because the laws 
in many states require that specified food products shall 
be wrapped to prevent contamination, there is need for 
quality control. This idea is responsible for the over- 
tures made by the wax paper industry to the U. S. 
Department of Commerce looking to the establishment 
of definite standards of size and quality of waxed sheets. 
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Folding Paper Boxes 


For the individual package made of fine 
quality Box Boards. Printed in bright colors 
from your own designs or designs created in 


our own Art Department. 


Plain Shells 


For tight-wrapped packages 


‘Corrugated or Solid 
Fibre Shipping Cases 


Made of fine quality high test Liners and 
Corrugated Straw Board, printed in Bold 
Poster Style in bright colors built to carry 
your merchandise safely to destination and 


Specially Designed 


Corrugated Shipping Cases to carry odd 
shaped, fragile or hard to pack merchandise 
on cushions of air safely to your customers. 


At Consolidated Paper Co., you have at your service 
— Paper Mills producing 700 tons of Paper a day— 
: Box Factories of very large capacity completely 
equipped for speedy and economical production — an 
Art Department and a Package Designing Department, 


An opportunity to serve you will be appreciated 


LIDATED PAPER COMPAN 


O Be ee Or IGARL 














A Small Package of Cough Drops 
and One Pound of Jelly Beans 


both wrapped on the same machine 














Model 33 


Capable of handling many sizes, or one size, with 
equal efficiency at speeds of 60 to 80 per minute. 
Under special construction speeds to 125 per 
minute are developed. 

Model 33 can be handled in any packaging line with 
automatic hook-up. Each package regardless of 
position upon entering the machine is automatically 


timed to synchronize with the machine’s operation. 


Continuous steady operation for the machine— 
changing from size to size as production warrants. 
(The machine can be changed from size to size in 
five minutes’ time. It is not a matter of adjust- 
ability, simply a definite exchange in equipment, 
exactly built for the package to be wrapped.) 


Perhaps in your plant the daily total of packages, hand wrapped, warrants the 
installation of an automatic machine (possibly a group of your odd sizes), but 
this total may be the combination of two or three, sometimes more, sizes. 


Separately they do not warrant individual wrapping machines 
for each size, but in combination you could make a large saving 


over hand wrapping. 


If so, we have an interesting message for you. 


For Particulars 


Mail sizes or sample packages with brief description 


BATTLE CREEK WRAPPING MACHINE COMPANY 


Manufacturers of Automatic Wrapping Machinery 


BATTLE CREEK, MICHIGAN 


See our Data 


in the 
PACKAGING CATALOG 


London Office: C.S. duMont, Windsor House, Victoria St., Westminister, S.W.I. 
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WIN NEW HONORS! 











AMERICAN Clay Coated Box Board is winning 
new honors all along the line in the Sales Ex- 
tension Race. 


Its smooth, hard printing surface assures clean and 
easily readable printing and half-tone work. 


Unbreaking folds and toughness—the requisite of a 
winner and supreme in American Clay Coated— 
guarantee your package protection. 


Specify American Clay Coated in your next lot of 
cartons and be a winner yourself. 


American Coating Mills 
Elkhart, Indiana 


Eastern Sales Office Chicago Sales Office 
501 Fifth Avenue, New York City See our Data 2033 Builders Bldg. 
he 


in the 
PACKAGING CATALOG 


AMERICAN CLAY COATED BOX BOARD 














Trade Catalogs 


Box Papers: A. M. Collins Mfg. Co., 1518 Walnut St., 
Philadelphia, Pa., have just issued a folder showing 
samples of Pastel Series 211 box papers in pink, lavender, 
buff and blue. 


Filling Machines: The Karl Kiefer Machine Co. of 
Cincinnati have issued a folder describing the automatic 
rotary vacuum filling machine. This folder contains a 
photograph of the machine and a list of manufacturers 
now using it. 


Artificial Leather: A sample booklet of artificial 
leathers in a wide variety of colors and grains has been 
received from the Athol Manufacturing Co., of Athol, 
Mass. This material is manufactured in 36-, 40- and 52- 
inch widths. 


Box Coverings: Charles W. Williams and Co., Inc. 
of New York has issued a series of booklets containing 
samples of new box coverings. Included are samples 
of Highland Plaids, Textile Prints and Blazer Stripes. 


Decorative Papers: Royal Card & Paper Co., llth 
Ave. and 25th St., New York City, have issued their 
sample book No. 2 of ‘‘Perfection’”’ decorative box cover- 
ings. ‘These patterns are carried in stock in 26-in. rolls. 
The samples shown offer a wide and pleasing selection 
in various designs and color combinations. 


Gummed Paper: McLaurin-Jones Co., Brookfield, 
Mass., have issued a series of six demonstration folders 
which contain 247 practical suggestions for the use of 
gummed paper. The series has been designated as 
‘The Gummed Paper Alphabet,’’ and each folder 
includes samples for particular applications. 


Flour Packaging Machinery: Pneumatic Scale Corp., 
Norfolk Downs, Mass., have issued Bulletin No. 3 
which illustrates and describes automatic equipment 
for filling and weighing flour in sacks, bags and canisters. 
A partial list of users of such equipment is included. 


Fancy Papers: A new design in fancy box papers has 
recently been issued by the A. M. Collins Mfg. Co. 
of Philadelphia, Pa. The pattern is composed of geo- 
metric figures in two pastel shades and white. Colors 
are—green and blue, pink and green, orchid and green, 
and blue and tan. 


Decorative Papers: Two attractive booklets of new 
designs in decorative papers have been received from 
Hampden Glazed Paper and Card Co., of Holyoke, 
Mass. Brocade Moderne includes a wide assortment 
of patterns developed in accordance with the new trend 
in decorative art. Multi-Color Moderne provides a 
wide viriety in various colors and many novelty designs. 
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Decorative Papers: The twenty-eighth edition of 
Tinsett papers by Kupfer Bros. Co., of Northbridge, 
Mass., has just been received. This booklet contains 
four patterns in a wide range of colors and designs, 
developed in both bright and dull finish metal effects. 


Manufacturers Exhibit at Biscuit and 
Cracker Convention 


T the twenty-ninth annual convention of the Bis- 

cuit and Cracker Manufacturers’ Association of 
America, held at Chicago, May 21 to 24, several ex- 
hibits of equipment and supplies used in that industry 
were shown. Among the companies represented were 
the following, these being suppliers of packaging ma- 
chinery and equipment: Arabol Mfg. Co.; H. R. Bliss 
Co.; Central Waxed Paper Co.; J. L. Ferguson Co.; 
Geuder, Paeschke & Frey Co.; R. J. Kittredge & Co.; 
Latham Machinery Co.; J. L. Morrison Co., Inc.; 
Peters Machinery Co.; Russakov Can Co.; Triangle 
Package Machinery Co., and James H. Jones Co. 


Packaging Dates in California 
(Continued from page 47) 


NOTHER method of marketing dates which has 
met with approval is the date bar. A mechanical 
date pitter removes the stones from the dates, then the 
fruit is pressed down firmly into a bar until the correct 
weight of fruit is reached. Then the bar is wrapped and 
carefully sealed. Fruit of this grade is used extensively 
as a moderate-priced confection, or for culinary purposes. 
“California takes about half the plant output at the 
present time,” concluded Mr. Postlethwaite, ‘“‘and as 
Californians are used to fresh fruit, they consume about 
75 per cent of the glass pack product. New York also 
likes the glass pack and about three-quarters of the 
supply of that state is in glass. All around, the open 
carton pack is the most popular. This year close to 
800,000 Ibs. of California dates will be marketed through- 
out the world.”’ 

Cooperation among the various California growers is 
slowly taking place, and when this has been accomplished 
the marketing phase of California-grown dates will be 
taken care of. Various questions of processing, de- 
hydrating and standardization of pack are other details 
which will require cooperative effort. New trees are 
constantly being planted and coming into bearing, and 
with this increased production of dates, it is probable 
that the price of the delicacy will decrease. 

Although various portions of the United States have 
at one time or another attempted date growing, it has 
never proved successful except in a small area in Southern 
California—the Coachella Valley, comprising some 
10,000 acres. In this particular ‘‘pin point’ of the 
United States, trees flourish equally well with dates 
from other parts of the world. 
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Carton Magazine 


Inserting 
Tucking 


Circular Magazine \ Folded Circulars / 


JONES CONSTANT MOTION CARTONER 


ws no appearance of haste it cartons 150 

dentifrice tubes per minute. It places a 
clip key in each carton, stencils a date on one 
flap of the carton, and folds a leaflet and places 
it over the cap of the tube. 


Entering the cartons the tubes travel one-sixth 
as rapidly as on the old intermittent type of 
cartoner. That’s why we say the loads “drift 
° 99 9 ® 

in.” That’s why clips are never bent over, and 
one of the reasons for no jams. 


The leaflet magazine is at the extreme left. In- 
serting is done five feet away. In case of a 
defective leaflet it can be seen and instantly 
removed—another reason for no jams. 


R. A. JONES & COMPANY, INC. cincinniti, onto 





Trade Comment 


HE National Macaroni Manufacturers’ Association 

will hold its annual meeting at the Hotel Astor, 
New York City, on June 18, 19 and 20. Business ses- 
sions will be held from 9.00 a.m. to 1.00 p.m. each day, 
entertainment features being provided for the after- 
noons and evenings. 


HE U. S. Bottlers’ Machinery Co. announces that 

O. W. Lehman, formerly of the Pittsburgh office, 
has been appointed eastern district manager with head- 
quarters at 20 Vesey St., New York City, to succeed 
W. M. Sommer, who has recently resigned. 


N announcement has been made of the formation 

of MacMarr Stores, Inc., of Maryland to finance 
the association of fifteen independent grocery chains 
located in the Pacific coast states. This association 
which controls a total of 402 grocery stores is expected 
to be increased to 800 in a very short time. 


merger of J. D. Wallace and Co., of Chicago, 

manufacturers of portable woodworking machinery 
and John T. Towsley Mfg. Co., of Cincinnati, manufac- 
turers of factory trucks. The John T. Towsley Mfg. Co. 
will continue to operate as a separate organization and 
will continue under its own name. 


HE organization of the Arrow Holding Company 

has recently been announced. The new company 
proposes the immediate purchase of 36 drug stores in 
Philadelphia, the gross business of which is placed at 
$3,000,000. George C. Barber will head the new 
organization. 


ALLACE E. COUGHLIN has been transferred 

from the Butter Machinery division of the 
Pneumatic Scales Corp. to the Standard Automatic 
Filling Machine Division and will be permanently 
located at 26 Cortlandt Street, N. Y. City. 


HE Du Pont Cellophane Company announces the 

development of adhesives suitable for adhering 
Moistureproof Cellophane to window boxes, which is 
now being recommended by them for all window box 
work. ‘The stock is obtainable in sheets or roll. The 
adhesives are suitable for either hand or machine 
application. 


T. BUSKENS, who has been representing the 

Ke Pneumatic Scale Corp. in their Chicago office at 

360 North Michigan Ave., specializing in the Standard 

Automatic Filling Machine Division products, will from 

now on include the Pneumatic Scale butter handling 
machines in his line. 


EORGE F. BROWN, who has for the past five 
years been manager of the New York office Stand- 
ard Automatic Machine Division of the Pneumatic 


Modern Packaging 


Scale Corp., Ltd., died May 6, 1929, after an illness 
which had kept Mr. Brown from active work for six 
weeks. Mr. Brown was unusually successful in his 
particular field and was regarded as an authority in all 
manner of liquid filling and capping problems. His 
many friends will miss him. 


N exchange of stock has been effected whereby 
Daggett & Ramsdell, Inc., manufacturers and 
sellers of cold creams and toilet preparations, become 
merged with the Standard Oil Company of New Jersey. 


M. SOMMER, who has represented the U. S. 

¢ Bottlers Machinery Co. in the east for several 

years, has established his own office at 71 Murray St., 

New York City, where he will specialize in industrial 

engineering and represent manufacturers of bottling and 

packaging machinery and equipment. Among other 

equipment, Mr. Sommer will handle the complete 
line manufactured by Scale & Machinery, Inc. 


Packages Aid Cracker Sales 


(Continued from page 37) under all conditions. 

Every manufacturer who sells crackers is selling not 
only the finished product but the essential ingredients 
aswell. Further than that he is selling all the thoughtful- 
ness and care with which these products are manufac- 
tured. His efficiently-run, sanitary factory, the up-to- 
date machinery that makes his product and packages 
it—every angle of his business—are represented in the 
finished product. It is his business reputation, his ef- 
ficiency and his thorough attention to the details of 
that business, as well as an actual product composed of 
flour, sugar and flavorings, that are to be sold. His 
packages must be representative of all these. Poorly 
designed, ill-made containers suggest slip-shod business 
and manufacturing methods. Gaudy, over-orna- 
mented packages suggest an attempt to defraud the 
buying public by creating a false impression. 


Identifying Candles by Packaging 
(Continued from page 41) 


Throughout all the packages used by this company 
there is evidence of careful attention to all details and 
the resultant packages prove the value of this attention. 
Well-directed advertising, in addition to package thought- 
fulness, has resulted in the increased popularity of candles 
and increased volume of sales for this company: 


PACKAGING MATERIALS 


Transparent cellulose: Du Pont Cellophane Co. 

Tissue: Coy, Hunt & Company; J. & F. B. Garrett Co.; Mc- 
Auliffe Paper Co.; Three Rivers Paper Co.; Fulton Bag Co.; 
Beaver Paper & Supply; Continental Paper & Bag Mills Corp.; 
R. M. Myers Co., Inc. 

Fibre tubes: Lowell Paper Tube Corp.; Union Paper Co.; J. C. 
Hoffman, Inc.; Rochester Paper Products; Sefton Nat’l. "F ibre 
Can; Seeley Tube & Box Co.; Stanwood Paper Tube & Can Corp.; 
Illinois Paper Can & Tube Co. 

Wadding: National Automotive Fibres; The Stearns & Foster 
Co.; Union Wadding Co. 

Set-up boxes: J. F. Friedel Paper Box Co. 
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TO THE PACKAGING INDUSTRY 








DESIGNING 
| ENGRAVING — 
ELECTROTY PING 


“Sales Appeal in Modern 
Packaging” is the title of 
a booklet we have pre- 
pared for free mailing to 
those interested in this 


subject—write for it. 


COMPLETE 
SERVICE 


... . an organization small enough 
to give that careful—personal—special- 
ized attention so necessary in producing 
good art work and good printing plates 
for package designs ... . yet large 
enough to maintain experienced work- 


men and up-to-date equipment. 
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Smaller Stitching Machines 


HE New Jersey Wire Stitching Machine Company 

of Camden, N. J., has announced an inexpensive wire 
stitching machine for stitching cartons. This machine is 
to be used in plants where the production is not large 
enough to warrant the purchase of a larger box stitcher. 
The users of a limited number of boxes in the past were 
restricted to gluing by hand or taping for assembling and 
sealing their boxes. The new model New Jersey stitcher 
fills a long needed requirement of the small box users as 
well as large manufacturers who assemble a small number 
of boxes in numerous departments where it would be 
impractical to invest in a number of regular stitching 
machines. 

This stitcher embodies the same ruggedness of con- 
struction of the regular New Jersey stitching machine. 
As it operates on a newly patented principle, it has fewer 
parts than any stitching machine on the market and is of 
simple construction. The New Jersey machine is 
practically foolproof and is easy to understand and 
operate. Users report making a saving of 60% in labor 
and 75% in material with this machine. 


A Rapid Rotary Labeler 


HE accompanying illustration shows the Junior 

rotary labeler, manufactured by the Pneumatic 
Scale Corp., Ltd., Norfolk Downs, Mass. This machine 
has proved successful in rapidly and accurately placing 
top or bottom labels on small-size containers, either tin or 
paper. The machine is practical for labeling, for in- 
stance, ordinary druggist pill boxes, either round or 
rectangular, or small box of sample powders, cosmetics, 
etc., which are enclosed in standard packages of other 
goods. 

An operator feeds the box to be labeled on to an intake 
conveyor. Tlfe labels are cut to size and placed in a 
reservoir from which they are automatically taken one by 
one, adhesive placed over the entire under side of the 
label, which is then accurately registered to the top or 
bottom of the container as required; the labeled article 
then being delivered to a broad table ready for packing. 

One of the outstanding features of the machine is the 
accuracy with which it will apply the labels, as for in- 
stance, with an ordinary round pill box 1 in. in diameter, 
the accuracy of registry will be '/32 in. 











The Junior rotary labeler will handle round or square 
containers of the following sizes: 

Round: Minimum 1 in. diam. x !/s in. 
Maximum 3 in. diam. x 31/2 in. 
Minimum !/s in. x */; in. x 11/2 in. 
Maximum 2 in. x 31/2 in. x 4!/¢ in. 
and has a rated speed of 60 labeled pieces per minute; 
a floor space of 10 ft. 3 in. x 2 ft. 6 in. x 4 ft. is required. 


Square: 


Automatic labeler for small-size containers 


Its weight is 
The ma- 


This includes 4 ft. of standard conveyor. 
1200 Ibs. and '/; h. p. is required to drive it. 
chine can be readily handled by one operator. 


Combination Machine for Collapsible 
Tubes 


machine which will perform all necessary opera- 

tions except cartoning in the handling of collapsible 
tubes and requires but one operator is shown in the 
accompanying illustration and is manufactured by the 
Arthur Colton Co., Detroit, Mich. 

In operation, the empty tubes are placed on the con- 
veyor chain and the tubes are delivered at the other 
end of the machine completely finished. The filling 
unit is designed so that there is no undue agitation of 
the material and consequently no “‘fluffing”’ or separation. 
The filling is done from the bottom up so that there is 
no air trapping. The closing and wiping are combined 
in one operation, the tubes being closed and all excess 
material wiped off. 

The tubes then proceed to the folding mechanism 
which puts a double fold on the end of the tube. They 
then pass to the clipping device which forms a clip from 
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HILLSIDE, N. J. 


aim thine shafts . . at the midday Ga! 


. inthecountry . . . off the main highway .. . 
hidden in the shade of large trees . . . is a haven of in- 
dustry. It’s too free from noise and soil . . . to call it 
a plant. Cleaner than Uncle Sam keeps his decks . . 
it is spotless and always kept so . . . for his excellent 
tooth paste, millions of Gon Kibes are used . .. and most 
of them are good. Jn more than one year, he has had. . . 
one . . . package complaint . . . for one tube! 


Tlf gpk 


President 


3s 6, ....oneinamillion. /t takes 
more than a blue tube to make Phillips Dental Magnesia. 
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a strip of previously prepared clip stock, places the clip on 
the end of the tube and attaches it firmly. If ordered spe- 
cially, a numbering or dating device may be incorporated 
with the clip fastener jaws. After the clips have been at- 
tached, the tubes are automatically ejected from the ma- 
chine by a device shown at the left side of the machine. 

Due to the fact that two tubes are handled at a time 
at each operation, all movements are comparatively 


Combination paste filling, closing, wiping, folding, clipping 
and dating machine 


slow, resulting in unusual freedom from wear, quick 
operation and low maintenance expense. This machine 
is not recommended except where large runs on tubes 
of one size are required. It can be equipped for belt 
or motor drive. 

Specifications are as follows: Capacity per minute, 
60 tubes; speed, 150 r. p. m.; power required, 1 h. p.; 
net weight, 1600 Ibs.; gross weight, 2000 pounds. 


Using All of the Package 


LTHOUGH most manufacturers label the outside of 
their fibre containers with their names and the names 
of their products few realize the advertising possibilities 
of the inside flaps and blanks used in packing the mer- 


chandise. The accompanying illustration suggests fur- 
ther possibilities for the utilization of space that is 
ordinarily wasted. 

Partitions, friezes, inside flaps and liners may be 
imprinted with advertising messages and in this manner 
increase the advertising value of the container. 


Courtesy of Hinde and Dauch Paper Co. 
Utilizing all of the container for display 
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*“‘Protexall’”’ Paper 


FTER four years’ experimentation Pinco Papers, 

Inc., have placed ‘‘Protexall’’ paper on the market. 
This may be had in any weight or on any stock and it 
is stated that paper boards can be treated up to 
approximately 24 pt. thickness. ‘‘Protexall’’ is vapor- 
proof, water-proof, and germproof and can be sealed 
so as to make a hermetically sealed package. It may 
be coated in any color, color combination or in metal 
finish. ‘The metal finish may be used as a substitute for 
tin foil and the cost is considerably less. This paper will 
take printing perfectly and may be used in any auto- 
matic machine. All ingredients used in its treatment 
comply with the most rigid pure food laws. In addition 
to the above qualities it is claimed that ‘‘Protexall’’ is 
odorless, odor-proof and greaseproof. 


New Gum Wrapping Machine 


HE accompanying illustration shows the Redington 

Type 44 chewing gum wrapping machine which 

was built for the American Chicle Co. for wrapping sticks 
of Dentyne gum. 

The unwrapped sticks are fed from a magazine and 

wrapped first in a dry, waxed paper band, which has been 

cut from a roll. Then a foil wrapper, which has been 


Machine for wrapping Dentyne gum 


mounted on a backing of waxed paper, is cut from a 
second roll and this is wrapped around the stick, the 
edges of the wrapper extending away from the stick 
along three edges so that the two waxed paper surfaces 
are together. Of course, the foil is away from the gum. 
With the foil wrapper in this position, all edges are sealed 
by the application of heat and the wrapper is folded 
back to make a neat-appearing package. The printed 
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Biscuit and Cracker Manufacturers 
Cereal Manufacturers 
Coffee Roasters 


Food Products 


CENTRALLY LOCATED 
FOR YOUR 
WAXED PAPER 
REQUIREMENTS 


O matter how well your package 
looks, how fine the texture of the 
contents when it leaves your factory, it 
will not receive the reception of the package 
properly protected with Waxed Paper or Waxed 
Glassine. 


The consumer knows when buying a waxed wrapped 
package that every care has been taken to insure the con- 
tents reaching them in fine condition. They know waxed 
paper is a protective medium. 


Some packages require only an inner liner or outer wrapping. Others 
require both. Maybe you are double-wrapping now, whereas by using 
the proper paper one wrapper would suffice, resulting in a saving to you. 


Our laboratory will be glad to make tests to determine whether waxed paper would 
be advantageous for you to use and recommend the most economical grade and the 
proper way for you to use it. Write today for samples and complete information. 


CENTRAL WAXED PAPER COMPANY 
5659 W. Taylor Street CHICAGO, ILLINOIS 
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band is fed from a magazine, wrapped around the stick, 
and glued. The machine produces from 175 to 200 
perfectly sealed packages per minute. 


Why Colors Fade in the Designs on Flour 
Containers—II 


(Continued from page 48) easily finger marks can be 
made on any objects which are touched. The police 
and safe breakers are experts on finger prints. The 
latter will not consider opening a safe unless they are 
assured of protection against leaving finger prints by 
wearing gloves. The police have high powered instru- 
ments with which they can detect finger prints on almost 
any object. Flour containers on which colorful designs 
are presented are not exempt from such marks when they 
are handled in packing in cases for shipment, or when 
placing them on the shelves in stores or when selling them 
to customers. 

Perspiration marks of normal persons contain a small 
proportion of uric acid which passes over into the car- 
bonates that affect all colored matter. It is of course 
the alkaline reaction of this salt that causes a loosening 
of the valencies of the substances composing the colors. 
Technically, valencies as used in this connection mean 
those parts of the coloring matter that hold the colors 
intact. When these parts become weakened by the ac- 
tion of the carbonates the stability of color or colors de- 
creases and the fading begins. 


S° important has this question of the fading of 
colors by perspiration become that commissions of 
this and other countries have given serious attention to 


it lately. The results of their tests prove that while 
the fluid matter of normal perspiration is constantly 
carried off and is unnoticed except during strong exercise 
or when the heat is severe, a filmy deposit of invisible 
substance is left on the skin. This deposit contains the 
color-deteriorating matter and when impressed on a 
color by handling will affect it. There are plenty of 
lactic and citric acid tests to prove this by simply apply- 
ing them to the colors. Presumably if the colors will 
stand up good and fresh under these tests they will 
hold well under real perspiration tests. The trouble 
has been that the tests of colors with virgin perspiration 
are different than the tests of the same colors with 
perspiration which had decomposed. When perspiration 
is first deposited it is in a pure acid state and it might 
not change the appearance of a color. But soon this 
same perspiration becomes alkaline through decompo- 
sition and in this state it becomes a powerful degenerator 
of any substance of which a color is composed. 

If a color will retain its original lustre when subjected 
to a bath made up of ten grams of sodium chloride, one 
gram of monosodium orthophosphate, and one gram of 
lactic acid to a liter of solution, it will be pretty sure to 
hold its own when in contact with a fresh perspiration 
mark. 

If subjected to a bath made up of ten grams of chloride, 
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four grams of ammonium carbonate and one gram of 
disodium orthophosphate to a liter of solution, and it 
still holds its original color, it can as a rule be depended 
upon for fastness against decomposed perspiration. 

(To be concluded.) 


Packaged Fish 


HE Bureau of Fisheries has recently issued the 
following report on packaged fish: 

Eighty-five plants in 12 states producing packaged 
fish used approximately 160,000,000 pounds of fish for 
an output of 65,245,376 pounds valued at $9,790,024 
last year. 

Haddock was the principal fish prepared for the 
packaged trade accounting for 87 per cent of the total, 
while cod, squeteague, hake and croaker made up 8 
per cent, and 17 other species, including flounders, sole, 
cusk and halibut, accounted for the rest. 

Massachusetts led all states in production, with 
65 per cent of the total. New York was second with 28 
per cent; Virginia and North Carolina produced 4 
per cent and Maine 2 per cent. The other 1 per cent 
was manufactured in the Gulf and Pacific Coast states. 


Potato Chips in a New Package 


(Continued from page 30) 


HE company substituted for this a red and blue 
package. Red “‘seals’’ were found on this package, 


‘with the brand name upon these in reverse plates. 


Still, the seal became a far more prominent object on the 
new package than on the old one. Advertising matter 
was incorporated. On one side, for example, appears 
the statement ‘‘For picnics, luncheons, dinners,’ and on 
the other, ““Made from the best grade of selected po- 
tatoes; cooked in pure vegetable oil. Serve them with 
steaks, soups, sandwiches, fish, salads, cold meats. 
Keep several cartons on hand for ‘hurry-up’ meals.’ 
The top and bottom of the package continued the general 
treatment in red and blue with the name of the product. 

When the company began to use the new cartons, 
relates A. Boone McCallum of the Connor Advertising 
Agency, they performed an experiment of a kind. Of 
each shipment, half were the old packages, and half the 
new packages. 

Immediately, on the grocers’ shelves, sales of the new 
packages eclipsed those of the old one. There is the 
possibility, of course, that seeing the two different 
packages the consumer decided that the new package 
represented potato chips of more recent manufacture 
and so bought it. Whatever reason, it was immediately 
apparent that the change in package design had been 
accomplished without ill results. And if there were 
no immediate ill results it was considered a certainty that 
soon the superior merit of the new design, from an ad- 
vertising standpoint, would impress itself on sales 
volume. 
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T THE THIRTY FIVE BILLIONS OF CARTONS USED IN THIS COUNTRY 
LAST YEAR OUR CONTRIBUTION WAS A MATERIAL FACTOR, AND 


OF MANY STYLES AND VARIETIES. 


THESE CARTONS ARE OF SUCH ATTRACTIVENESS AND BEAUTY THAT 
THEY ARE NATURAL SALES BUILDERS. ALSO, THEY ARE MANUFAC. 
TURED TO AN EXTREME DEGREE OF PRECISION, WHICH MEANS THAT 
WASTE IN YOUR PACKAGING MACHINERY IS BROUGHT DOWN TO AN 


IRREDUCIBLE MINIMUM. 


FORT ORANGE PAPER COMPANY 


CASTLETON-ON-HUDSON, N. Y. 


See our Data 


in the 
PACKAGING CATALOG 




















On your GLUE requirements--let 


“THE MIKAH BOYS?” 


do your worrying 


National Adhesives Corporation. 


SUCCESSOR TO 
NATIONAL GUM & MICA CO.—THE GLUCOL MFG. CO.—DEXTRO PRODUCTS Inc. 
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CHALLENGE US 


with a letter like thi 
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The Mason Box Company, Attleboro Falls, Mass. 





June, 1929 

















piping SIMPLICITY 


The mechanism of the Burt Labeling Machine is the es- 
sence of utter simplicity. It naturally follows that there is 
less possibility of operating troubles or expensive delays 
caused by breakdowns; and this feature of simplicity is re- 
inforced by strength and rigidity of all Burt Labeler parts. 


BURT MACHINE COMPANY 


Main Office and Plant, BALTIMORE, MD. 




















SEEN FIRST 
SOLD FIRST 


It’s the MASTER METAL. Pack- 
aged product—one that’s different— 
that stands out—that sells itself. 
Shining silvery metal backed with 
board or paper and converted into a 
sparkling, gleaming container, wrapper, 
box-top or sign. 

That’s the medium to carry your goods 
across the counter. 

Ask the Reynolds Metals Company at 
Louisville, New York, or San Francisco 
for information and samples. 


MASTER METAL 


A Mark of Quality WRAPPERS :: CARTONS :: BOX-TOPS 
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Vinegar 


This special acid-resisting U.S. 
Siphon Filler .... Equipped 
with PFAUDLER acid-resisting 
enamel tank . . . Filling tubes 
are 99% pure nickel . . . guar- 
anteed to give continuous ex- 
cellent performance in vinegar 
Od 3s). % 


Special Style No. 10 is priced at 
$275.00. Write at once for com- 
plete description. 


U. S. BOTTLERS MACHINERY CO. 
BOTTLING & PACKAGING ENGINEERS 


4015-4031 NORTH ROCKWELL STREET 
CHICAGO 
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BLISS BOXES 


STRONGER and CHEAPER 
USE INCREASED 60% IN 1928 


Made by ALL LEADING MILLS under LICENSE 


Ask our nearest representative what 


YOU can save by their use 


H. R. BLISS COMPANY, Inc. 


Manufacturers of Wire Stitching and Adhesive Sealing Machinery for Fibre Containers 


NIAGARA FALLS, N. Y. 


50 Church St., NEW YORK Transportation Bldg., CHICAGO 
Dodson Printers Supply Co., ATLANTA, GA. Harry W. Brintnall Co., SAN FRANCISCO, CAL. 
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AT THE CROSS ROADS OF PROFIT AND LOSS 


Te turning point often swings on the display 
value of your display container or carton. 





Why not keep to the broad highway to profits—Con- 
tinental Boxes? 

Consult us for the utmost in tuck-in cartons, seal-end 
cartons and, in fact, all styles of cartons of precision 
that enable your automatic machinery to operate at 
its normal capacity. 


ee sti wate ‘, 


pENIMAID 














CONTINENTAL FOLDING PAPER BOX CO., INC. 
RIDGEFIELD NEW JERSEY 








THE COURSE OF LEAST RESISTANCE IS 


COMTEX 


IN THE SEALING OF CASES 


The oldest and best, both in economy and reliability 


Used for years by hundreds of the largest 
users of corrugated and fibre cases 


Adheres instantly and forms a binder stronger than the case it seals 








INVESTIGATE 


Samples and information sent upon request 


CIBARA MANUFACTURING CO. 


St. Louis, Mo. 


Glue Manufacturers for 25 Years 



































Throw Away 
Your Paste Pot! 


Rapid labeling instead of slow brush- 
daubing, rubbing, pressing and cleaning 


the attached labels with 


POTDEVIN 


LABEL PASTING MACHINES 


FOR 

PACKING, 
MAILING, 
SHIPPING 


MOTOR-DRIVEN 


Cartons, bottles, 
boxes, fibre cans, 
mailing tubes, en- 
velopes, etc.,are 
labeled rapidly 
and safely. 

No paste spreads 
at edges of labels. 
No lumps, blisters 
or wrinkles. 

Paste coating ac- 
curately controlled. 

30% increase in 
labeling output as 
workers devote all 
time to attach la- 
bels. 


15 years on the 
market. 


HAND-DRIVEN 


MAIL COUPON for FREE TRIAL without obligation 


Potdevin Machine Co., 1228-38th St., Brooklyn, N. Y. 


Please send a ting machine for 10 days’ free trial. We will 
pay for it 2%—10: net 30, otherwise return it express prepaid. 
Also send free sample of paste. 

CD 6” wide Paster, hand driven 

0 6” wide Paster, with motor complete 

0 12” wide Paster, with motor complete 
IMPORTANT: State current & volts for motor 
OA.C. OD.C. 0 110V. O 220V. 
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nd \ 


no Substitute. 


The knowledge gained by 
more than fifty years EX- 
PERIENCE is used in making 
“U. §.”’ Labels and Folding 
Boxes that help sell goods. 


**U.S.’’ packages speed up pro- 
duction because they ranate 
right on automatic machines. 
Proper packaging is among 
the most vital of merchan- 
dising problems. ‘‘U.S.”’ sales- 
men are experts on all matters 
pertaining to labels and fold- 
ing boxes. 

Let us be your package coun- 
sellors. 





BRAND NAMES 


The Courts have. decided 
that brand names and 
trade marks are valuable 
property that deserves to 
protected. It is unsafe 
to adopt a new brand 
without first making a 
thorough investigation. 
Consult our Trade Mark 
Bureau. The service is free. 


THE UNITED STATES PRINTING 
€ LITHOGRAPH CO 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech St. 101 .N. 8rd St. 28 Cross St, 


COLOR PRINTING HEADQUARTERS 
: 
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WHY GAMBLE: 


When you can invest in a sure thing — 


Improved “HALLER” labor-saving fillers are a ‘“‘sure thing’’ in producing 
profits—they are in all the nationally known food packing plants and are 
anything but a gamble to their owners. 

For all kinds of light or heavy liquids. Catsup, chili sauce, soups, vinegar, 
oils, medicines, waters, ink, etc. 

We fill bottles, cans, jugs, from 3-oz. to 5-gal. 


Write for full information—stating your filling needs 
The standard for the past twenty years 


HORIX MANUFACTURING COMPANY 


Manufacturers of ‘“‘Haller’? Hand and Automatic Filling Machinery 
Corliss Station, PITTSBURGH, PA., U.S. A. 











To Help Your Package 
Catch the Feminine Eye 


MICA-MODE and 
VANI-MODE 


*‘the Box Coverings of Fashion’’ 
Have Been Created 


Now Available in 10 Authentic 
Fashion Colors, Approved by 
Noted Style Authorities 


GIVE YOUR PACKAGE 
“STYLE APPEAL” 


Cw 








Sample Books by Return Mail 


MIDDLESEX PRODUCTS CO. 


. Box Paper Manufacturers 
38 Chauncy St. Boston, Mass: 
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LIQUIDS OF ALL KINDS 
Light, easy-flowing, heavy, syrupy, foamy 
ARE BOTTLED ON THE 
KIEFER AUTOMATIC-ROTARY-VACUUM FILLING MACHINE 


Neat, accurate bottling at high 
speed. Handles bottles as small 
as 14 oz.;aslargeas400z. Small 
cone top cans. All-glass sprinkler 
top bottles. 


Write for booklet giving list of 
_j over 150 machines in use and tes- 
- timonials telling why this machine 
commands the preference it does. 


The Karl Kiefer Machine Co. 
Cincinnati, Ohio 
18-Stem Size with Corking Conveyor direct- London Office: C. S. duMont, Windsor House, 


—— _ made in 24-Stem, 12-Stem Victoria St., Westminister, S. W. I. 























Solving the Problem 
in the Shipping Room— 


No company can afford to be with- 
out this wonderful labor saving ma- 
chine regardless of how small or how 
large his production may be. There 
is a Harmon Sealer that will answer 
his requirements. 


Pressure evenly applied on surface 


1—Metal Construction throughout. 
2—Simple! Rigid! Foolproof! 
3—Requires no skilled labor to operate. 


4—Applies an equal amount of pressure on all sealing 
surfaces of your container. 


5—Shipping container carries better in transit. 


Write Today for Particulars 


The HARMON SEALER 


4017-19 W. Lake St. Chicago, Ill. 


After Container has been sealed 
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BOSTON - NEW YORK 


PHILADELPHIA 


TRADE 


Cartons 


"MADE TO GIVE COMPLETE SATISFACTION” 


BY 


THE RICHARDSON COMPANY 


PAPER MANUFACTURERS SINCE 1868 
LOCKLAND, CINCINNATI, OHIO 
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PHILADELPHIA 


The traveller or permanent 
guest is assured of attentive serv- 
ice, enjoyable environment and 
the highest refinements of good 
living at The Benjamin Franklin. 
Here you will find, combined in 
an unusual manner, the tradition- 
al hospitality of 
more leisurely 
times with the 
most modern 
hotel appoint- 
ments. 


each with bath 


Rates commence 
at $4.00 
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Twelve hundred rooms, 









HORACE LELAND WIGGING 
Managing Director 
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ANUFACTURER of Automatic 

Paper Box Machines which pro- 
duce the complete box from the roll 
or blank, printed or plain. We also 
make Blanking and Partition 
Machines. 


Submit sample of any box you use 
in quantities, and we will advise price 
and delivery of machinery best suited 
for your requirements. 


INMAN 


MANUFACTURING CO. Inc. 
AMSTERDAM, N. Y. 
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LIQUIDS OF ALL KINDS 
Light, easy-flowing, heavy, syrupy, foamy 
ARE BOTTLED ON THE 
KIEFER AUTOMATIC-ROTARY-VACUUM FILLING MACHINE 


Neat, accurate bottling at high 
speed. Handles bottles as small 
as lf oz.;aslargeas400z. Small 
cone top cans. All-glass sprinkler 
top bottles. 


Write for booklet giving list of 
, over 150 machines in use and tes- 
~ timonials telling why this machine 

commands the preference it does. 





The Karl Kiefer Machine Co. 


Cincinnati, Ohio 


18-Stem Size with Corking Conveyor direct- London Office: C. S. duMont, Windsor House, 
ee P wd made in 24-Stem, 12-Stem Victoria St., Westminister, S. W. I. 


























Solving the Problem 
in the Shipping Room— 


No company can afford to be with- 
out this wonderful labor saving ma- 
chine regardless of how small or how 
large his production may be. There 
is a Harmon Sealer that will answer 
his requirements. 


Pressure evenly applied on surface 


1—Metal Construction throughout. 
2—Simple! Rigid! Foolproof! 
3—Requires no skilled labor to operate. 


4—Applies an equal amount of pressure on all sealing 
surfaces of your container. 


5—Shipping container carries better in transit. 


Write Today for Particulars 


The HARMON SEALER 


4017-19 W. Lake St. Chicago, Ill. 


After Container has been sealed 











June, 1929 73 


in ; =I 


BOSTON - NEW YORK CHICAGO - ST. LOUIS 
PHILADELPHIA ‘ CLEVELAND 











LOCKLAND 
baie 





"MADE TO GIVE COMPLETE SATISFACTION” 


BY 


THE RICHARDSON COMPANY 


PAPER MANUFACTURERS SINCE 1868 
LOCKLAND, CINCINNATI, OHIO | 
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Chestnut at Ninth Street 
PHILADELPHIA 


The traveller or permanent 
guest is assured of attentive serv- 
ice, enjoyable environment and 
the highest refinements of good 
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Modern Packagin: 


Adhesive Specialists 


SEALING and LABELING ADHESIVES for all types of machines, labels, and boxes. ~ 
Write us your needs and troubles. 


Prices and samples quickly furnished. 


The F. G. Findley Company 


Adhesive Manufacturers Milwaukee, Wis. 
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WHEN ORDERING 


CORRUGATED or SOLID FIBRE 


ROBERT GAYLORD, INC. 


GENERAL OFFICES~+~ SAINT LOUIS 














sa How Much Do Your vf 
) Partitions Cost @ 


Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 
ready for insertion into your boxes. 

All sizes of partitions completely locked—will not fall apart. 

One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 

Full particulars on request. 

PARTITION MACHINERY, INC. 

569-589 E. Illinois St. ree > Chicago, Ill. 
Cable Address: SELF-LOCK, CHICAGO 
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IBRE CANS 


of Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 















































Detroit’s Most Sensational-Rate Hotel 
Double Room with Bath, $4.00 


Incomparable service and convenience of 
location makes the Hotel Imperial the 
logical choice of travellers to Detroit. 


200 Rooms—each with bath 
Rates begin at $2.50 
John N. Anhut, President 


HOTEL IMPERIAL 


Peterboro at Woodward, Detroit 
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ALL-STEEL 














CONVEYOR BELTING 


=a 


pm 100-foot long Acme Conveyor Belt, traveling 
twenty feet a minute, carries Leslie Salt cartons 
through the dryer. Warm air blown up through the 
meshes quickly dries the labels before moisture can 
penetrate the cartons. 

Acme Conveyor Belting will save you money and labor 
in your packaging department. The cost is interest- 
ingly low— its life is long. Write fora sample section 
and prices. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Ave., Chicago 
























Our special designing depart- 
ment is at your service, with- 
out charge, to analyze your 
shipping case requirements 
in either corrugated or solid 
fibre cases. 


Expert designers will study 
your problems and design a 
sturdy shipping case, with- 
out bulk, that will cut ship- 
ping costs to a minimum— 

‘A Case of Economy. 


Write us for this free modern 
packaging service—no obli- 
gation whatever. 

Solid Fibre and 
Corrugated Shipping Cases 


ROCKFORD FIBRE 
CONTAINER COMPANY 


DIVISION OF 


Rockford Paper Box Board Co. 
Rockford, Illinois 
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oy sere & i ; 
presi is not accidental. It is won by eternal constancy 
to an ideal of quality and value. ... A. H. Wirz, Inc., has 
achieved its leadership through these elements. It is a concern 
offering the experience of 50 years in collapsible tube making. 
Whether you want assistance in designing a tube for a new 
product, to madernize your present tube or to secure quality - 
and delivery at the right price, the specialists of this organiza- 
tion are at your service. 











A-H-WIRZ. Inc. 


CHESTER, PA. 





NEW YORK OFFICE CALIFORNIA OFFICE CHICAGO OFFICE 
CARBIDE & CARBON BLDG 1231 E. 7TH STREET RAILROAD EXCHANGE BLDG. 
30 EAST 42ND STREET LOS ANGELES JACKSON & MICHIGAN 
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These meats are easier 


to buy — easier to sell 


ODERN meat packing methods sim- 

plify the housewife’s task in buying 
—for they offer meat in convenient sizes— 
tempting and full flavored. Without waste 
—ready to eat. 
The dealer appreciates the greater ease in 
selling. There’s no preparing—no wrapping 
—no weighing. 
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Naturally he favors brands thus packed. 
Quite as naturally, the favor of housewives 
and dealers inevitably swells the sales of 
the producer who uses these modern 
packages. 

Wouldn’t it pay you to investigate this 
method? A Canco representative will tell 
you its possibilities. 


AMERICAN CAN COMPANY 


CONTAINERS OF TIN PLATE - BLACK IRON - GALVANIZED IRON ~— FIBRE 





METAL SIGNS AND “a ge DISPLAY FIXTURES 
NEW YORK CANCO) CHICAGO 


New York Central Building 





SAN FRANCISCO, 111 Sutter Street 


104 So. Michigan Avenue 

















